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If you ask people to tell you about their favorite 
show, everyone has a story. But mine isn't so 
much about one show, it's about all of them. 
You see, my friends and I - we were what you'd 
call "Seat Movers'.' We'd buy seats up in the 

"EVERYONE HAS 

A CONCERT STORY/' 

nosebleeds, and then move down. We'd keep an 
eye on the crowd - look for no-shows, people 
going home early - and then, we'd swoop right 
in. If someone came back to their seat, we just 
kept going. After all, no guts, no glory. 



NOW YOU COULD WIN THE STORY OF A LIFETIME. 


OPEN TO SEE HOW. »> 
















YOU COULD WIN THE ULTIMATE SEAT - 
BACKSTAGE WITH NICKELBACK. 


You don't need to be a seat mover anymore. Because your Citi Card can get you unbelievable access 
to some of the best seats in the house. And now every time you use your participating Citi Card from 
11/09/08 -12/28/08 you and five friends get a chance to go backstage with Nickelback. The more you 
use your Citi Card, the more chances you have to win the Story of a Lifetime. 


EVERY TIME YOU USE YOUR CITI CARD YOU'RE ENTERED FOR A CHANCE TO WIN: 


GRAND PRIZE: 

• You and five friends get to join Nickelback at 3 cities on their upcoming North American tour. 

• Travel on an official tour bus. 

• Get special all-access passes. 

• Attend VIP parties. 

• Watch the shows from prime seats. 

• Receive autographed merchandise. 

• Get round-trip airline tickets to and from the concert, 3 hotel rooms per night for 3 nights, 
and $5,000 spending money. 

100 FIRST-PLACE PRIZES: 

• $1,000 gift cards for you and your friends to go to any Live Nation concert in the U.S. 

This is one of the grand prizes you could win. 

Go to www.stories.citicards.com to find out more. 


NO PURCHASE NECESSARY TO ENTER OR WIN. A purchase will not increase your chances of winning. Open to legal residents of the 50 U.S. 
and D.C., 21 or older, who are Citi cardmembers in good standing as of 11/1/08, excluding Macy’s, The Home Depot and UPromise cards. 
Void where prohibited. Sweepstakes begins 12:00:01 A.M. ET, 11/9/08, ends 11:59:59 P.M. ET, 12/28/08. Official Rules and free entry details 
available at www.stories.citicards.com. Sponsor: Citicorp Credit Services, Inc. 

§2008 Citigroup Inc. Citi, Arc Design, and Citi and Arc Design are registered service marks of Citigroup Inc. Citi Never Sleeps is a service 
mark of Citigroup Inc. §2008 Live Nation Worldwide, Inc. Live Nation is a registered trademark of Live Nation Worldwide, Inc. 
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MEN ARE JUDGED NOT BY THEIR 
WORDS, BUT BY THEIR ACTIONS. 

THE PERFECT HOLIDAY GIFT. 


Johnnie Walker j * 

jBtelatot ii 

Bl.IvNDIil) SoOTCJH WHISKY 

johnniewalker.com/blue 


PLEASE DRINK RESPONSIBLY 

JOHNNIE WALKER BLUE LABEL Blended Scotch Whisky. 

40% Alc./Vol. ©2008 Imported by Diageo, Norwalk. CT. 




HIGHEST AWARDS 


SYDNEY 1880 MELBOURNE 1881 PARIS 188! 
ADELAIDE 1887 DUNEDIN 1890 | 

JAMAICA 1801 KIMBERLEY 1802 
BRISBANE 1807 CHRISTCHURCH 1907 : 









Meet the curvaceously scene stealing all-new Volkswagen CC. 




4 21mpg ei!y/31mpg highway 12.01 manual transmission!. EPA estimates only. Your fuel consumption may vary. **The Volkswagen Carefree Maintenance Program covers the CC’s 10K, 20K, and 30K sciiedufed 
maintenance intervals, during tire term of the new vehicle limited warranty at no additional charge. See dealer or vehicle maintenance program booklet for details. 'Base MSRP is for model equipped with manual 
transmission, MSRP for the VR6 Sport model shown is $38,300 and includes automatic transmission. Prices exclude taxes, title, transportation, other options and dealer charges. ©2008 Volkswagen of America, Inc, 
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What am I, invisible? 




They say you shouldn’t judge a book by its cover. The same can be said of the all-new 
2.0 Turbo Volkswagen CC. Yes, its sleek, stealthy curves turn heads and garner attention. 
But there’s more to the CC’s story than pleases the eye. Combine those curves with a 
seamless body and a low swooping roofline, and the result is an aerodynamic marvel 
with a drag co-efficient lower than a bullet. It’s what helps the CC earn its Autobahn-bred 
stripes, as well as score an impressive gas-sipping Slmpg on the highway* Add a Carefree 
Maintenance' Program?* and you maybe shocked to learn the CC starts at just $26,7901 
Form, function, fuel-efficient, and fast It's what the people want. 
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And we will too. 

The world demands more and more energy. Where will it come from? We at Chevron 
are working to provide more of it, both responsibly and efficiently. And we’re developing 
alternatives. But it's just as important for all of us to do more with less. 

We're doing it ourselves - and enabling others. Our Chevron Energy Solutions 
team is dedicated to helping others use less energy. In Colorado, we’ve 
worked with the state to improve 20 state buildings. The extensive makeover 
is expected to save more than $20 million over the next two decades. 

It's just one of the hundreds of projects that will help businesses and 
government organizations reduce their energy costs by over $1 billion. 

Join us in one of the most important efforts of our time - using less. 

Will you? 


Learn more at will you join us.com. 













The movement found in the Cosmograph Daytona is the perfect 
illustration of Rolex's watchmaking expertise. It is elegantly simple, 
incorporating a mere 290 components, far fewer than a standard 
chronograph. This exceptional architecture reduces complexity while 
maintaining chronometric precision and guaranteeing an improved 
reliability. Conceived and assembled exclusively by Rolex, the 
movement took more than five years to develop and features elements 
unique to Rolex, such as the blue Parachrom hairspring. This level 
of innovation and expertise is found in watches across the entire 
Rolex range, ensuring that every watch is a masterpiece from the 
inside out. Discover more at rolex.com 


ROLEX 

CTSTER PERPETUAL 
Kratanri o»c*.:«rti 

\ COSWCSRARH 


OYSTER PERPETUAL COSMOGRAPH DAYTONA 


FOR AN OFFICIAL ROLEX JEWELER CALL I -800-367-6539. ROLEX V OYSTER PERPETUAL AND COSMOGRAPH DAYTONA ARE TRADEMARKS. 

NEW YORK 
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Ray’s Way 

Bill Gates is gone 
and Microsoft is 
bleeding, but new 
chief software 
architect Ray Ozzie 
has a plan: Embrace 
the Web, smash 
Google, and get his 
company to act 
like a startup again. 
BY STEVEN LEVY 

180 

The Kingpin 
of Azeroth 

Brock Pierce domi¬ 
nated the $2 billion 
market for selling 
virtual swords, Soot, 
and armor. Then his 
empire came tum¬ 
bling down. Twice. 
BY JULIAN DIBBELL 

186 

Ante Up, 
Human 

Get ready for the 
ultimate poker¬ 
playing bot. 

BY JULIE REHMEYER 

200 

Collapse! 

It 9 s the flaw that 
could destroy the 
Internet. How 
a secret geek 
A-team saved the 
World (Wide Web). 
BY JOSHUA DAVIS 
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206 

Reinventing 

Henry 

Henry Blodget— 
yeah, that guy from 
the last bubble—is 
back, this time as 
an Internet entre¬ 
preneur. The haters 
are still angry, but 
his straight-talking 
analysis is earning 
him new fans. 

BY DANIEL ROTH 
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The Seeker 

Chuck Fipke bet that he could find diamonds deep in 
the Canadian Arctic. Using microprobes and 3-D imaging, 
he unearthed a dazzling mother lode worth billions. 

BY CARL HOFFMAN 


photograph by Andrew Hetherington 


DEC 2008 □ □ EE 

















rf T f 


&5sr 

CONTENTS // DEPARTMENTS »! = 


16 

Contributors 

This month’s writers 
and artists. 

19 

Rants 

Reader rants and raves. 


23 

Start 

Economy How burst 
bubbles lead to big 
ideas. What’s Inside 

April Fresh Ultra 
Downy. Media Charting 
the fake news industry, 
from Chevy Chase to 
Tina Fey. Forensics 
Lift prints from bullets, 
the high-voltage way. 


63 

Play 

Playlist Stoke your 
Yule log with A Colbert 
Christmas . Screen 
Benjamin Button and 
the reverse-aging of 
Brad Pitt. Design Archi¬ 
tecture for skaters. 
Scott Brown Run! A 
storm of eco~disaster 
flicks is brewing. 


05 

Wish List 

What to give? What 
toget?Our27“page 
gift guide helps you 
answer those eternal 
questions, with the 
coolest gear for every 
type of geek, the 
ultimate gadget bag, 
and our top 10 picks. 
Don’t forget Mom. 


122 


Found 

Artifacts from the future. 
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Stillwell/Celestine; grooming 
by Shannon Rasheed/Celes- 
tine; white cotton dress shirt 
from Armani Black Label; gray 
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The world's first D-SLR with HD Movie is here. Introducing the Nikon D90. 


Nikon 


With the new 12.3 megapixel Nikon D90, the creative possibilities are 
revolutionary. It's the world's first D-SLR to capture HD movie clips, enabling 
you to use interchangeable NIKKOR® lenses for video as well as stills. Add 
to that a Live View LCD, the ability to shoot up to 4.5 fps, and a NIKKOR 
VR lens for legendary Nikon image quality and it's easy to see why the new 
Nikon D90 is everything you need. For more, go to ashtonsd90.com 


Upload, organize and share your shots online at mypicturetown.com 


"Highest in Customer Satisfaction with Digital SLR Cameras, 
Two Years in a Row, Tied in 2008." 


Nikon D Series received the highest numerical score among digital SLR cameras in the proprietary J.D. Power 
and Associates 2007-2008 Digital Camera Satisfaction Studies SM tied in 2008. 2008 study based on 8,099 
total responses measuring 8 product lines and measures opinions of consumers who purchased a digital 
camera in the previous 12 months. Proprietary study results are based on experiences and perceptions of 
consumers surveyed in June-July 2008. Your experiences may vary. Visitjdpower.com 

Nikon® and D90™ are registered trademarks of Nikon Corporation. ©2008 Nikon Inc. 




45 

• million 

NIKKOR 

Over 45 Million 
NIKKOR* lenses 
Produced. 
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f GO Memo 
Hi Anniversary 


Review of the mart' 


IMOKIA 

Connecting People 


Shift gears between work and play with the push of a button. Set up email with ease. 
All in a slim, sleek, stainless steel design that looks good in any situation. 

The Nokia E71. Designed for the way we live. 

nokiausa.com 


RadioShack 


micro cEncF? 
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OMEGA 

AVAILABLE AT 

TOURNEAU 

TOURNEAU TIMEMACHINE 

NEW YORK, NY 


TIME DOME 

LAS VEGAS, NV 


AVENTURA MALL 
MIAMI, FL 


SAN FRANCISCO 
SHOPPING CENTER 

SAN FRANCISCO, CA 


SOUTH COAST PLAZA 

COSTA MESA, CA 


WATER TOWER PLACE 

CHICAGO, IL 



Microsoft’s Ray Ozzie was an up-and-coming coder when 
senior writer Steven Levy (himself a greenhorn journalist) 
met him in 1984. Today, Ozzie is cast as the great—and 
perhaps last—hope for the Windows giant, which faces 
unprecedented threats to its dominance (page 170). “Ozzie 
spent lots of time at other companies, so he can rationally 
evaluate the competition,” Levy says. “Especially Google.” 




FOR ADDITIONAL LOCATIONS, 
PLEASE CALL 1-800-651-4222 


Carl 

Hoffman 

“I love people who 
go to the ends of the 
earth in pursuit of 
something,” says 
Hoffman, a wired 
contributing editor. 
People like renegade 
geologist Chuck 
Fipke, whose discov¬ 
eries transformed 
Canada into a major 
diamond producer 
and mode him fabu¬ 
lously wealthy fpage 
192). “He still always 
loses his glasses 
and walks around in 
old shorts,” Hoffman 
says. “He's a tycoon 
we can all relate to 


Mark 

McClusky 

Where can you find a 
USB-powered plant 
doctor, a monster 
Steinway stereo, and 
an electric motor¬ 
cycle? Try our annual 
Wish List. “We high¬ 
light the coolest gifts 
for everyone in your 
world—-even the 
hardcore Luddites,” 
says McCSusky, our 
senior products edi¬ 
tor, who spearheaded 
the 27-page package. 
Turn to page 85 for 
gadget nirvana—and 
the chance to win 
the ultimate gizmo- 
packed travel tote. 


Julie 

Rehmeyer 

Poker—it requires 
the kind of cunning 
only humans can 
bring to the table. 
Computers don’t 
stand a chance, 
right? As Rehmeyer 
—a math columnist 
for Science A lews— 
learned, new soft¬ 
ware called Polaris 
won’t hesitate to 
go all-in. “1 played 
against it,” she says. 
“1 got slaughtered 
For a graphic-novel 
depiction of how 
the app dealt with a 
carbon-based oppo¬ 
nent, flip to page 186. 


Christoph 

Niemann 

Even though he 
illustrates our Mr. 
Know-It-All column, 
Berlin-based Nie¬ 
mann doesn’t pro¬ 
fess to have all the 
answers: “When S 
start these designs, 
i spend a Sot of time 
staring at a blank 
piece of paper.” This 
month, Niemann 
tackles call-center 
etiquette (page 
40). “Often Hike 
using strange met¬ 
aphors” he says, 
"but In this case, 
something literal 
worked better.” 


illustration by Autumn Whitehurst 














IN CINEMAS NOVEMBER 

Quantum of 



JAMES BOND'S CHOICE 


OMEGA 


Quantum Of Solace © 2008 Daniaq, United Artists, CPil. 007- TM and related James Bond Trademarks © 1962-2008 Danjaq and Uni< 

Bond Trademarks are ti 


Rights Reserved. 007 TM and 
f Qanjaq iicensed by EON Prodi 





IT’S PROOF THAT YOU DON'T HAVE TO SPEND 
A FORTUNE TO HELP MAKE A DIFFERENCE. 


CHEVY MALIBU HYBRID. Built to Last. Built to Love. Malibu Hybrid is not only making fuel efficiency the 
smart choice, but the stylish one too. It features the GM Hybrid Propulsion Electric System, offering an EPA estimated 
34 MPG on the highway. And with a surprisingly low MSRP, it's the most affordable midsize Hybrid in America* 
Making the right choice an even easier one. 


34 MPG HIGHWAY 
CHEVY.COM 


AN AMERICAN R VOLUTION 


* Based on 2009 MSRP. Very limited availability. Excludes other CM vehicles. CM and Malibu are registered trademarks and Chevy is a trademark of the CM Corp. ©2008 CM Corp. Buckle up. America! 












SMART 


re: Ice & Isotopes 

the thermodynamics of soda isoddlyimportanttoourreaders:InresponsetoOcto¬ 
ber’s analysis of the ideal ice-to-Coke ratio, the mail poured in. Ice, some said, is arip-off— 
so much tragic beverage displacement and dilution. “Why pay for entropied water?” you 
cried. Well, sometimes it’s necessary, noted a few: Many locations amp up their dispens¬ 
ers’ syrup-to-water ratio, so you have to add ice for your cola to taste right. To the raging 
dilution dispute, add the enrichment argument: Readers of our Smart List split over the 
feasibility of laser isotope separation of nuclear material. The process is a cinch for evil¬ 
doers, right? Not necessarily, came the reply. If it were that easy, we’d be vaporized by 
now. Well, while you’re waiting for such terminal entropy, how about a nice, frosty Coke? 


:ants(5) wired.com 


The Ghost of 
Thomas Paine 

In "Smart List: 15 People the 
Next President Should Listen 
To” (issue 16.10), you say "the 
country needs fresh direc¬ 
tions.” Yet the people on your 
list are only spouting common 
sense. Oh, wait. Common sense 
would be a new direction. 

JERRY TANGREN 

Wenatchee , Washington 

Go Native 

I agree that the military needs 
to move away from raw might 
and embrace cultural knowl¬ 
edge in order to win wars 
("Smart List: Hold Your Fire!”). 
However, why would it choose 
Americans (like Montgom¬ 
ery McFate) who have prob¬ 
ably never even met an Iraqi, 
let alone understand Arab cul¬ 
ture, to lead these programs? 
An Iraqi citizen or expatri¬ 
ate would be much better 
equipped to interpret the com¬ 
plex cultural nuances. Before 
the country was devastated 
by recent wars, Iraq had one 
of the most educated popula¬ 
tions in the Middle East. Fm 
sure it would not be difficult to 
find an Iraqi anthropologist to 
head these efforts. 

MICHAEL AZAR 

Sacramento ,, California 


How about telling 
the president to 
let bad companies 
fail? If you reward 
failure with bail¬ 
outs, you punish 
honest companies 
and reward reck¬ 
lessness. 
Excerpted from a 
comment posted 
onWired.com 
byTechnophile 
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Clerical Error 

What Parag Khanna said about 
Iran—that we need to make 
Western culture attractive to 
its citizens—is not fully true 
("Smait List: Embrace the Post- 
American Age”): The West is 
already irresistible to Iranians! 

I go to Iran every summer, and 
I know that the problem isn't 
Ahmadinejad. It's the conser¬ 
vative base and the Ayatollah. 
The key to making Iran an ally 
is to try to make peace with the 
maj ority of the people while also 
trying to persuade conserva¬ 
tives that it's in their best inter¬ 
est to help openlran's economy 
to the whole world. 

FARID SAEMI 

Houston, Texas 


Little Red Corvette 

Joe Brown seems to have 
dropped a cylinder when com¬ 
piling his supercar contestants 
("Wild Horses,” Test, issue 
16.10). To go up against the 
Bentley Continental GT Speed, 
the Lamborghini Murcielago 
LP640, and the Ferrari F430, 
he untrailers... a Dodge Viper? 
That's one heck of an ultra- 
refined kit car—but when the 
world is looking to see what 
the US done brung to run, 
much better had Joe rolled a 
Corvette ZR1 to the starting 
line. At just a click past 100 
large, this beautifully crafted 
and designed little gem earns 
its street cred by packing 638 
hp—propelling it an honest 
205 mph—while exhibiting 
the exemplary road manners 
accorded the Continent's best. 

If GM had put even half as 
much creative engineering 
and visionary effort into the 
remainder of its model lineup, 
we wouldn't be talking about 
the company in what is now, 
sadly, very close to past tense. 

DAVID SHEPHERD 

Hope Valley, Rhode Island 



Might Be Evil 

Google execs say they hope 
the Chrome browser will help 
Firefox ("We Should Build Our 
Own,” issue 16.10). Lies, I tell 
you. If they wanted to improve 
Firefox, they could simply have 
contributed to it. Instead they 
brought out their own browser. 
Google is a profit-seeking, 
publicly held company that's 
in competition with Micro¬ 
soft. Ever since Google had the 
nerve to come out with "Don't 
be evil” as some sort of motto, 
we've all been secretly waiting 
to say "See, you are evil.” Let's 
watch these socialists squirm 
under the capitalist system 
they depend on for financing. 

Excerpted from a comment 

posted on Wired.com 

by DANNYD 
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HEN “WEIR® AL” 

Yankovic packs for the 
road, he brings the follow¬ 
ing items: one red leather 
" Michael Jackson jacket, 
r double chin, one Segway, one garden 
e Amish beards, five Jedi 
ia ‘* i If >nv That's actually just a partial 
uki>\ ic employs so many costumes and 
ig Ins shov.s that a makeshift dressing 
111 directly behind the stage—a sort 
Kly triage unit. His performances usu- 
d a half hours, and between each song 
> space, where a wardrobe assis* 
itever wig or fake appendage he needs 
for the next number. When he reemerges, he’ll have 


one foam rub 
hoe. one stive 
robes, and rv/i 
inventory, as' 
hairpieces du 
room must be 
of musical pa 
ally last two. 
he slips back 
tant affixes w 


morphed into one of his countless music-video per¬ 
sonas: There’s Yankovic as the bearded laborer from 
“Amish Paradise" ta riff on Coolio's “Gangsta’s Paradise”), 
as the marble-mouthed grunge singer from “Smells 
Like Nirvana" (a satire of "Smells Like Teen Spirit”), 
and as the diet-obsessed nag from "Eat It” (a parody of 
Michael Jackson’s "Beat It”). At some point, Yankovic 
will switch into an old bowling shirt or thick, aviator- 
style glasses, his standard uniform in the '80s and '90s: 



Weird A1 is 
the last vestige 
of humor in 
this country. 

Not Seinfeld/ 
Dane Cook 
situational 
“Is this funny?” 
routines, but 
actual good-na¬ 
tured fun. 

And lots of it. 
Excerpted from a 
comment posted 
onWired.com 
byx76 
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Coke Fiend 

Your piece on the Coke/ice 
ratio controversy misses the 
most important point ('Top 
Question,” Start, issue 16.10). 
While the chill factor counts, 
the more important effect of 
adding ice is the degree to 
which it dilutes the potency 
of the Coke. I, for one, will 
sacrifice some frigidity in 
order to experience that bit¬ 
ing carbonation hit that distin¬ 
guishes Coke (or, in my case, 
Diet Coke). Curiously, serv¬ 
ers always mistakenly assume 
when I say "light ice” that Fm 
concerned about too much ice 
displacing the Coke, result¬ 
ing in a smaller dose. That was 
a problem back in the day, but 
in this era of almost universal 
free refills, the issue has been 
negated. "Light ice” means 
"Give me my cola cold but not 
at the price of potency.” 

JIM MORRIS 

Evanston, Illinois 


Insert Remote Where?! 

Thank you so much for your 
recent article on how to swap 
SIM cards in GSM phones 
(HowTo, Start, issue 16.10)! 
Maybe in your next issue you 
could tackle an even more 
challenging task, like changing 
TV channels? 

FRAN GOMEZ 

Collegeville, Pennsylvania 

In Defense of Humans 

Earth's climate changes con¬ 
tinuously, and there have been 
many cycles of genetic diver¬ 
sification and extinction. So 
why do some people consider 
the only "healthy” ecosys¬ 
tem to be the one that existed 
just prior to the rise of civi¬ 
lization ("Pleistocene Park,” 
issue 16.10)? It's a strange 
and twisted philosophy that 
assumes the world is better off 
without humankind, and any¬ 
thing associated with civiliza¬ 
tion is bad by definition. 
Excerpted from a comment 
posted on Wired.com 
by BRUNO 


The Great Flight North 

A question about the October edition of Found (issue 16.10): 

Is the proposed Canadian border fence intended to keep Cana¬ 
dians out or to stem the flow of American refugees fleeing 
financial crisis, school shootings, systemic class warfare, debt, 
and inaccessible health care? 

MARK ESHPETER 

Calgary , Alberta 


Howto Be BetterThan Everyone Else 

As you note, John Hodgman excels at creating the illusion of 
expertise (Print, Play, issue 16.10). This, while impressive, is not 
as difficult as you might think. I personally cannot state that I 
am, in fact, a genius. However, I can declare myself a step above 
everyone else. The key to my egotistical claim? I know a little 
bit more about random things in life than the general populace. 
Learn something about the Large Hadron Collider, discover what 
a parry is in fencing, or create a balloon animal behind your back 
and you're one small step ahead of everyone else. 

LEE GINN 

New Hope, Pennsylvania 
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PLEASE DRINK RESPONSIBLY. 

KETEL ONE Vodka. Distilled from Wheat 40% AIc./VoI. ©2008 Imported by Nolet Spirits U.S.A., Aliso Viejo. CA. 
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What if every ATM 
in the world was 
your ATM? 




The Schwab Bank 
High Yield Investor 
Checking® Account. 

It's the biggest thing in checking 
since checks. 


No ATM 


Great 

interest rate. 


fees 


TALK TO 

CHUCK 


Stop paying ATM fees today: diaries SCHWAB 

1-800-4SCHWAB/SCHWAB.COM BANK 


Unlimited ATM fee rebates apply to cash withdrawals using the Schwab Bank Visa R Platinum Check Card wherever it is accepted. ATM fee rebates do not include currency 
exchange fees; fees imposed by merchants for POS transactions; or fees for stamp purchases, balance inquiries, or any transactions other than an ATM cash withdrawal from 
your Schwab Bank account. Schwab Bank makes its best effort to identify those ATM fees eligible for rebate, based on information it receives from Visa and ATM operators. In 
the event that you have not received a rebate for a fee that you believe is eligible, please call a Schwab Bank Client Service Specialist for assistance. Schwab Bank reserves 
the right to modify or discontinue the ATM fee rebate at any time. Deposit and Sending products and services are offered by Charles Schwab Bank, Member FDIC. Funds 
deposited at Charles Schwab Bank are insured, in aggregate, up to $250,000 (based bo account ownership type) by the FDIC. On October 3, 2008, FDIC deposit insurance 
temporarily increased from $100.000 to $250,000 per depositor through December 31, 2009. Deposits that had an insurance limit of $100,000 prior to October 3. 2008 will 
revert to the $100,000 limit after December 31.2009. 

£2008 Charles Schwab Bank. Ail rights reserved. Member FDIC. (0808-2779) ADP44264-02 
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Back to the Garage 

When the economy is in 
turmoil, the time is ripe 
for ambitious innovation. 


I 

In July 1993, Tom Siebel 
launched Siebel Systems, 
which made software 
for managing corporate 
sales staffs. The US econ¬ 
omy was faltering, and 
the market for his product 
was new and untested. In 
other words, the timing 
couldn’t have been better. 

The tech veteran picked 
up some inexpensive, 
underworked software 
engineers, secured office 
space in run-down East 
Palo Alto—at 11 cents a 
square foot—and bought 
office equipment at auc¬ 
tions held by the com¬ 
panies failing all around 
him. His own desk was a 
folding table. By the time 
he had his first release 
ready in 1995, he had spent 
less than $1 million on 
overhead and had an offer¬ 
ing that none of the other 
major software companies 
could challenge. Investors 
made Siebel’s June 1996 > 


photograph by Mauricio Alejo 




















Back to the Garage continued 

IPO—debuting just as the stock market was 
picking up steam—one of the year's top per¬ 
formers. Tom Siebel soon became one of the 
richest people in the US. "It was a great way 
to start a company/' he says. 

With the world's economies apparently 
snowballing into a deep recession, it feels 
uncomfortably Pollyannish to see signs of 
hope. But for the bravest inventors and entre¬ 
preneurs, conditions are ideal to pounce on a 
business opportunity. In periods of economic 
turmoil, people are hungry and work cheap, and 
entrenched companies often concentrate on 
in-house cost-cutting instead of exploring new 
markets, which can explode with the next turn 
of the business cycle. When VCs from Founda¬ 
tion Capital met with their nervous investors 


the Great Depression," says Rick Szostak, an 
economics and technology historian at the 
University of Alberta. 

This doesn't mean that big newideas emerge 
because of turmoil—in fact, the data shows no 
relationship between major breakthroughs 
and economic conditions. But the benefit of 
a global money drought is that competition 
tends to vaporize. And for some, the stress of 
tough times has an amazing way of concentrat¬ 
ing the mind on the way forward. Bill Hewl¬ 
ett of HP committed to building the pocket 
calculator—at the time, a supposedly impos¬ 
sible task—during the 1969-70 recession; the 
2001 dotcom-led downturn presented the 
perfect launching pad not just for risk-taking, 
fresh-thinking startups like discount airline 
JetBlue and blogging juggernaut Six Apart, 


“Our strongest companies have the potential 
to be whales when the market opens up,” one VC says. 

“This is the crucible that forges great companies” 


x 


recently, the partners advised them to stay the 
course rather than follow their peers into the 
bunkers. "Our strongest companies have the 
potential to be whales when the market opens 
up," partner Paul Holland told the group. "This 
is the crucible that forges great companies." 

The most memorable crucible in modern 
history is, of course, the Great Depression. 
During that era, several firms made huge bets 
that changed their fortunes and those of the 
country: Du Pont told one of its star scien¬ 
tists, Wallace Carothers, to set aside basic 
research and pursue potentially profitable 
innovation. What he came up with was nylon, 
the first synthetic fabric, revolutionizing the 
way Americans parachuted, carpeted, and 
panty-hosed. As IBM's rivals cut R&D, founder 
Thomas Watson built a new research center. 
Douglas Aircraft debuted the DC-3, which 
within four years was carrying 90 percent 
of commercial airline passengers. A slew of 
competing inventors created television. "The 
wonderful growth of the post-World War 
II period was due largely 
to the tremendous back¬ 
log of innovation devel¬ 
oped in the late years of 


\T 
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but also for Apple's iPod-fueled resurgence. 

This recession (depression? you decide) will 
be no different. Many tech investments made 
in the past few years will pay off no matter 
what's going on with the business cycle. That's 
likely to mean game-changing innovation in 
clean tech and biotech—two of the biggest 
venture lures of late—with all the supporting 
and copycat companies that follow. 

One person who thinks that now is the time 
to go all-in: Tom Siebel. He sold Siebel Systems 
to Oracle in 2005 and has since been working 
on personal projects. But a few months ago he 
started collecting resumes and locating office 
space in Silicon Valley for a new startup. It's 
still under wraps, so he's shy about the details. 
But he's excited about the market conditions. 
"It's the same thing," he says. "There are lots 
of really good people and space around, and 
all of the traditional people who build compa¬ 
nies are sitting this out because they think the 
market's bad and it's going to get worse." In 
other words, the timing couldn't be better. M 
//////////////^^^^ 

Senior writer d a n i e l r ot h (danieljroth 
@ wired.com) writes about former 
stock analyst Hemy Blodget on page 206. 


Sirens, 
Now With 
Megahass 

If spotting a cop 
in your rearview mir¬ 
ror tends to make 
you tremble now, 
just wait. Fed up with 
earbud-wearing, 
cell phone-yakktng 
motorists who don’t 
heed sirens, police 
across the country 
are turning to a new 
attention-getting 
tool—low-frequency 
sound waves so 
strong they can actu¬ 
ally be felt up to 200 
feet away. “It feels 
like a tremor inside 
the vehicle” says 
Tom Morgan, police 
market vice presi¬ 
dent for Federal Sig¬ 
nal, which makes the 
seismic sirens. 

Dubbed the Rum¬ 
bles; the system 
emits a 10-second, 
109-decibef burst 
through two sub¬ 
woofers mounted 
on the patrol car’s 
bumper. The idea is 
that when a cruiser 
pulls up behind a 
distracted driver, 
the hit of bone- 
rattiing whomp will 
get the space-case 
to glance up from 
text-messaging 
long enough to real¬ 
ize there’s an official 
vehicle bearing down. 

So far, more than 
200 police and 
sheriff departments 
nationwide have 
bought thousands 
of the $400 setups, 
and a hundred more 
are trying them out 
What if the sonic 
booms don’t work? 
Well, the cops could 
always try adding 
some hydraulics to 
bounce the front end 
up and down to the 
beat. —Vince Beiser 


DAT8STRERM K BATTERY LIFE 

(MILLIAMP-HOURS, LAB CONDITIONS) AAAA: 625 // AAA: 1,250 // AA: 2,850 // C: 8,350 // D: 20,500 // 3: 525 // LANTERN: 20,500 // DOUBLE LANTERN: 50,000 // 9U: 825 
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Breakthrough Leads 
to Windows That 
' Produce Energy 

i • CAMBRIDGE Mass. — University 
t scientists have developed windows 
\ that collect solar energy. A major 
l advancement, the windows use a 
special coating to absorb sunlight and 
then re-emit the energy into the glass, 
which conducts it to solar cells. 


:‘GuerilIa Gardeners’ Take Initiative to Beautify Urban Areas 

i LOS ANGELES—People' all over Saturday night in cities from L.A. to is nearly impossible. Not because 

* the world are reaching for rakes and London, you can find ordinary citizens anyone objects to the idea, but because 

t shovels in an effort to transform pulling weeds alongside freeway off- bureaucracy often gets in the way. As a 

. neglected public spaces.*And they’re ramps. Or planting flowers in vacant result, ‘’guerilla gardeners” are quietly 

not waiting for permission from city lots. And it’s almost always done taking it upon themselves, donating 

\ officials, ft’s a grassroots movement anonymously. In most cities, getting time and resources to help change the 

that’s growing. Literally. On any given approval to beautify public property face of their neighborhoods. 



New Plastics 
Biodegrade in 
Just Four Months 

ROLLA, Mo. — A team of researchers 
j is creating new types of biodegradable 
. plastic that will help reduce the amount 
of landfill-clogging waste Americans 
t produce each year. The material, 
which modifies several bio-based, 
oil-based and natural polymers, could 
go a long way toward minimizing 
( the size of landfills. Ultimately, the 
team hopes to develop a variety of 
f applications for the plastic, including 
bags, bottles and product packaging. 


\ 
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Pact Protects 
2,400 Square 
Miles of Amazon 

GEORGETOWN. Guyana - 
With the support of a U.S.-based 
conservation organization, leaders 
from Guyana’s Wai Wai tribe are 
working to protect their section of 
the rainforest from commercial 
loggers. The 2,400-square-mile 
Wai Wai-controlled section helps 
make up a vital area called the 
Guyana Shield, which includes 
approximately 25 percent of the 
tropical rainforests left in the 
world. It’s also home to several 
rare animals, including the jaguar. 


THE SAME SPIRIT THAT DRIVES THESE, 



DRIVES THESE. 


GOOD THINGS are 
HAPPENING TODAY 

LIKE THREE LUXURY HYBRIDS FROM LEXUS. 


Offering 76% fewer 
smog-forming emissions* 
and more power, the RX, 


GS and IS Hybrids 
are the most advanced 
vehicles on the road. 


That's progress. 
That's taking action. 
That's the power of h. 


see more good things at thepowerofh.com 

^Versus other similar vehicles in their class. The projects referenced above are not affiliated with and do not endorse Lexus products or services. Vehicles shown with optional equipment. ©2008 Lexus. 
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CAPITOL IMPROVEMENT 

SECURITY 

As the architects were 
wrapping up the design, 
the September 11 attacks 
occurred, prompting 
them to rethink secu¬ 
rity. According to a con¬ 
gressional report, the 
CVC incorporates blast- 
resistant features, a 
ventilation system that 
minimizes the risk of 
airborne hazards, and a 
setup to screen delivery 
vehicles remotely. 

TUNNELS 

Each day, trucks trans¬ 
port tons of food and 
garbage through a tun¬ 
nel that connects to a 
six-bay loading dock 60 
feet underground. A pas¬ 
sageway leading to the 
nearby Library of Con¬ 
gress lets visitors duck 
bad weather and traffic. 



think of it as abase¬ 
ment rumpus room for 
democracy nuts. The new 
Capitol Visitor Center—a 
580,000-square-foot com¬ 
plex buried beneath the east 
side of Capitol Hill—opens 
its doors on December 2 
to as many as 15,000 nation-lovin’ pilgrims 
a day. The first major upgrade to the Capitol 
since the Civil War, the CVC is equipped 
with state-of-the-art theaters, interactive 
exhibits, and a cafeteria that seats 550 
people. Of course, it’s three years overdue, 
$356 million over budget, and—in the 
words of Florida congressmember Debbie 
Wasserman-Schultz—the biggest boon¬ 
doggle ever. But, please, let’s not stay mired 
in the past. This is the change that patriotic 
tourists deserve. —Damon Tabor 


CONSTRUCTION 

Before excavating the 
site (60,000-plus truck- 
loads of dirt!), workers 
removed every lamppost 
and fountain from the 
historic East Front Plaza 
for safekeeping. To pre¬ 
vent the Capitol building 
from cracking, they built 
a 70-foot retaining wall 
along its foundation. 

EXHIBITS 

The space contains HD 
computer stations offer¬ 
ing virtual tours of the 
Capitol, displays featur¬ 
ing rare documents like 
FDR's "Day of Infamy" 
speech, and an 11-foot- 
high replica of the Capi¬ 
tol dome—down to the 
interior fresco of George 
Washington—created 
using 150-year-old draw¬ 
ings and a 3-D printer. 


THEATERS 

Visitors can catch short 
films about the history 
of Congress and the 
Capitol as well as live 
feeds from congres¬ 
sional sessions. (Lucky 
tourists might experi¬ 
ence the heart-thumping 
excitement of an appro¬ 
priations vote!) 

OFFICE SPACE 

Together, the House 
and Senate scored 
170,000 square feet of 
new digs. The Senate 
got a TV and radio studio 
(complete with makeup 
facilities) for senators 
to create messages 
for their constituents. 
The House requested, 
among other things, a 
room equipped to handle 
secure Intelligence Com¬ 
mittee briefings. 




Mercury or Bust Chasing down 

the galaxy’s fastest planet. 



In December, NASA's Messenger probe will execute 
a deep-space maneuver, burning through 151 pounds 
of fuel to tweak the trajectory of its 4.9-billion-mile, 
seven-yearguhfney. The destina¬ 
tion: an orbit path around Mercury 
Just 27 months to go! Here’s how 
to catch a planet going 30 miles per 
second. —Candice Chan 



MERCURY ORBIT INSERTION”. 

MARCH 18, 2011 
29.7 MXLES/SECONS 


DEEP-SPRCE MRNEUUER 

NOVEMBER 29, 2009 
29.2 MILES/SECOND 


1 

DEEP-SPRCE MRNEUUER 

DECEMBER 6, 2008 
27.1 MILES/SECOND 


SEPTEMBER 29, 2009 

28.1 Miies/secoNO 


CAPITOL: RTKl ASSOCIATES INC.; MESSENGER; NASA 





























^Premier' THIS IS SEIKO premier, featuring kinetic perpetual, move, and it 

KINETIC GENERATES ITS OWN ELECTRICITY. CALENDAR ACCURATE TO 2100. 100 METER WATER 
PERPETUAL RESISTANCE. THIS IS WHERE CLASSIC AND CUTTING EDGE CONVERGE. IS IT YOU? 


COLLECTSON $575 TO $1,350 


SELECT MACY'S STORES 












Sharp Shooter 

A rocket scientist’s 
laser scalpel blasts 
individual cells. 

Normal surgical lasers aren’t very precise. Heat from their 
pulses tends to build up and vaporize healthy tissue. That 
makes them lousy for delicate tasks like brain surgery where 
all the tissue is, you know, important. So engineer Adela Ben- 
Yakar, an assistant professor at the University of Texas who cut 
her teeth in rocket science—designing supersonic engines for 
scramjets—decided to come up with a laser capable of vapor¬ 
izing individual cells, one at a time. Using a so-called femtosec¬ 
ond laser, her device emits ultrafast light pulses that don’t have enough time to damage 
surrounding tissue. While femtosecond lasers themselves aren’t exactly new—they’re stan¬ 
dard gear for laser eye surgery—Ben-Yakar is the first to figure out how to make one small 


VT 


enough to be used inside a per¬ 
son. Her blaster fits in a 15-mm 
surgical probe that shoots the 
laser’s light through a crystal 
fiber (similar to a fiber-optic 
strand). Paired with another 
fiber for microimaging, it lets 
surgeons work through a small 
incision and burn off individ¬ 
ual cells in places like the pitu¬ 
itary gland (normally accessed 
rather awkwardly through the 
nose) and the spinal cord, which 
is hidden behind bundles of 
sensitive neurons and axons. 
"The laser turns the targeted 
cell into atomic dust,’’ Ben- 
Yaker says. And the surrounding 
tissue? Untouched. Not bad for 
a second career. We’re hoping 
her next project is a supersonic 
jet with a laser. — erin biba 
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EPSON 


EXCEED YOUR VISION 


► Accelei your Epsonality. 

Make way for the new WorkForce™600. This blazing-fast, Wi-Fi @ -enabled all-in-one copies, scans, 
faxes and cranks out laser quality text about 2x faster than the competition * All you supercharged 
Epsonafitses better buckle up. This multifunction ink jet is ready for takeoff. 


Everyone’s got an Epsonality. Discover yours at Epsonality.com 





























































































































Coat YourBriefs With 
Horse Fat! 



Dihydroge- 
nated tallow 
dimethyl ammo¬ 
nium chloride 

A derivative of ren¬ 
dered fat from cattle, 
sheep, and horses. 
Just boil it down 
and mix with ammo¬ 
nium (IS1H 4 ). After a 
series of chemical 
pit stops, outcomes 
a quaternary ammo¬ 
nium compound, or 
quat—-a positive ion 
in which the hydro¬ 
gen is replaced by 
long-chain organic 
molecules. Quats 
effectively coat your 
clothing with lipids, 
making the fibers 
soft to the touch. 
These fats also 
make fabric a bit less 
absorbent—don’t 
use on towels or 
cloth diapers—and 
the positive charge 
neutralizes static 
electricity. There are 
a few other quats 
in Downy, with eas¬ 
ily pronounceable 
names like 1-methyl- 
l-tallQwamidoethyl-2 
-tallowimidazolinium 
methylsulfate. 





Calcium 

chloride 

These water¬ 
absorbing crystals 
are in everything 
from road deicers to 
food additives. On 
a molecular level, 
quats tend to clump 
into fatty globules. 
CaCI draws water out 
of them by osmo¬ 
sis, keeping the goo 
flowing smoothly. 

PEG 8000 

The 8000 is this 
polyethylene glycol’s 
molecular weight; 
in this formula¬ 
tion, each molecule 
weighs as much as 
a small protein. Here 
it’s an emulsifier, 
keeping the fats 
and other liquids 
from separating on 
the shelf. 

xKathon CG 

Also known by the 
catchy moniker 
5-chloro-2-methyI- 
3-isothiazolone. So 
much animal fat in 
one place serves as 
a perfect medium for 
microbes. Without 
powerful antimicro¬ 
bials like isothiazo- 
lones, April Fresh 
would quickly turn 
into August Rancid. 


x Perfume 

The sizzle that sells 
the steak: Research 
shows that scent- 
locked into the 
clothing fibers by 
the fatty coating—is 
the main reason 
consumers choose 
one detergent or 
fabric softener over 
another. 


x Deionized 
water 

This is added as a 
preservative for the 
various quats in the 
bottle. It also elimi¬ 
nates any ferric ions 
(dissolved iron) 
present in your laun¬ 
dry water, which can 
yellow some fabrics. 
—Patrick DiJusto 


x Ethanol and 
isopropanol 

Downy is shipped 
year round and isn’t 
always stored at 
room temperature. 

If the quat cocktail 
were to drop below 
freezing, it would 
thicken and need to 
be dissolved in water. 
Alcohols act as anti¬ 
freeze to keep things 
from solidifying into 
a pitcher of lard. 


UHRT'S INSIDE RPRIL FRESH ULTRR DOWNY 
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EPSON 

EXCEED YOUR VISION 


Everyone’s got an Epsonaiity. Discover yours at Epsonality.com 


► Wi-Fi your Epsonaiity. 

Meet the new WorkForce* 600 from Epson. This blazing-fast, Wi-Fi-enabled all-in-one copies, 
scans, faxes and prints in brilliant DURABrite® color while freeing you from the oppressive bond 
of your printer cable. Untangle the bird’s nest beneath your desk and unleash your Epsonaiity. 
































Hi. My Name Is Mac 
Mmi.1’11 Be Your Server. 

(Just don’t forget to tip.) 

BY ZJOSHUR DRUIS 



I scan the room. No arcade 
games. No man-sized rats in 
ball caps. This restaurant isn't 
what I expected from a Nolan 
Bushnell eatery. In fact, uWink— 
the latest dining concept from 
the man who founded both 
Chuck E. Cheese's and Atari—is filled with grown-ups, 
all huddled around touchscreen terminals. A few friends 
and I settle into a table at the far end of the sleek interior. 

Outside, a simple sign announces the bistro's entrance. 
The place is wedged between a department store and a 
martial arts center, on the second floor of a mall in Wood¬ 
land Hills, 25 miles northwest of Los Angeles. It's almost 
like Bushnell wanted to keep uWink's inaugural location 
low-key—a quiet experiment hidden in a lonely, overlooked 
corner of America. But in June, another restaurant booted 
up in Hollywood, and this fall eatery number three landed 
in Google's hometown of Mountain View, wired wrote 
about Bushnell's plans for uWink back in October 2005 
(“The Player," issue 13.10). It seemed about time to try it out. 

Every table in the joint has a built-in monitor, and all 
ordering is done via touchscreen, making waiters obsolete. 
Oddly, a waiterlike person appears at my table. “Welcome 
to uWink," he says brightly. “Can I explain how things work 
here?" I look at the screen. It beckons me to swipe my credit 
card or driver's license. Seems pretty straightforward. “So 
what you want to do is swipe your credit card or driver's 
license," he says. Do I have to tip this guy ? Or maybe I'm 
supposed to tip the computer. What if I don't? Maybe it's 
coded with a cheapskate-detecting algorithm that will mess 


VT 

VTT 


up my order next time. The 
rules to this game are more 
slippery than I bargained for. 

Soon after my fish tacos 
arrive via a black-clad run¬ 
ner—no personal interaction— 
the screen invites me to play a 
game. I say yes, and it gives me 
30 seconds to look at a photo 
of 12 kids. Then it asks me how 
many had their hands up. I say 
one. Trick question: none did. 
The computer projects my 
name and score onto the wall 
next to the names of other, 
smarter patrons. I decide to 
stiff the damn machine. 

I want to talk with one of my 
dinner companions, so I do my 
best to ignore the screen. But 
it keeps trying to get my atten¬ 
tion. It wants to know if I would 
like to play a trivia game. Then 
a memory game. I ignore it. 

When it comes time to pay, 
the computer seems to get 
spiteful. The cursor morphs 
into the pinwheel of death— 
a mean-spirited Mac mini is 
locked up inside the table 
and doesn't want me to leave. 
“Come on, let me go," I hear 
myself say to the screen. The 
pinwheel keeps spinning. 

Finally, I flag down my host 
by shouting—a decidedly low 
tech approach that startles 
him. He recommends trying 
the screen on the other side 
of the table. Obviously, I have 
pissed this one off. When I call 
up the bill on the new machine, 
it asks if I want to leave a 
15 percent tip. Angering a 
waiter is one thing, but getting 
on the bad side of a computer 
network that has your credit 
card or driver's license info is 
another. I hit “OK." E3 
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10 Best 

Products 
Spun 
Off From 
NASA 

Life’s DHA andARA 

Algae- and fungus- 
based baby formula 
additives that are 
chock-full of brain- 
developing fatty acids. 

Liquidmetal A unique 
alloy—also known as 
metallic glass—that’s 
more flexible and twice 
as strong as titanium. 

Paragon CRT contacts 

Lenses that reshape 
your corneas while you 
sleep, temporarily fix¬ 
ing nearsightedness. 

LifeShear LS-lOO Cut¬ 
ter Pyrotechnic cutting 
tool that’s 50 percent 
lighter and 70 percent 
cheaper than older 
explosive-powered 
choppers. FEMA uses 
it for rescues. 

Zeno A zit-zapping 
device that transmits 
heat to pimples, caus¬ 
ing the offending bac¬ 
teria to self-destruct. 

EagleEyes Stimu- 
Lights Specs built for 
poor light—they let in 
vision-enhancing rays 
while blocking those 
that muddy your vision. 

Insuladd An additive 
consisting of hollow 
ceramic microcapsules 
that turn ordinary 
paint into insulation. 

GameReady Injury 
Treatment System 

Based on spacesuit 
tech, these wraps pro¬ 
vide precise cold and 
compression therapy. 

PRP Powder Beeswax 
microcapsules that 
absorb oil and float 
at the surface to help 
clean up spills. 

Field Scout CM-IOOO 
Chlorophyll Meter 

A plant stress detector 
that can sense nitro¬ 
gen levels. 

—Katharine Gammon 
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An MP3-compatible JBL ? audio system 1 to bring along your favorite tunes. A 268-hp 

race-inspired V6 2 with a 6-speed automatic transmission lets you leave everything THE 2009 CAMRY 

else behind. Camry. When a car becomes more, toyota.com 


® TOYOTA 

moving forward 


MP3 PLAYEF 


NOW AVAILABLE IN A 268-HP CARRYING CASE. 


1 2008 Toyota Motor Sales, U.S.A., Inc. Vehicle shown with available equipment. Standard only on XLE. -’Available on LE, SE and XLE. 
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FreeAgent|Go 

PORTABLE HARD DRIVE 


Now you can have up to 500 Gigabytes of 
affordable storage that moves with you, and 
docks when you get home. Save. Share. Simplify. 

Learn more at seagate.com/freeagent 


fj§9? Office depot. 
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©2008 Seagate Technology LLC 








SLAPSTICK 



Most Dangerous Object in the Office 

Mm a l ia Hand Claws 

The blades on this strap-on don’t give the satisfying snikt! that Wolverine’s 
adamantium talons do, but here at wired they still strike fear in the hearts of, 
well,just about everyone. Three 11.5-inch stainless steel knives protrude from 
the wearer’s skull-bedecked knuckles, ending in needle-sharp points. After 
you factor in the metal claws protecting the fist, that’s a whopping 17 inches 
of handy weaponry—all for just $39 (available at trueswords.com). Too many 
people hogging the Gadget Lab’s Wii? No problem. Just give us 30 seconds in 
there with these blades of gory, -candice chan 



The Fake News Index 


! 

| 
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The Daily Show (ca. 2008) 


Talk SOUP (CA. 1995 ) 


SiVL’s Weekend Up date (ca. 2008) 


The Onion News Network j 


Not Necessarily the News (ca. 1988 ) 


The Onion 


(CA.2008) 


Obama Girl ! 


In these trying times, satire might be the most rational response to reality. Perhaps 
that explains why fake news, satiric journalism, news parody—whatever you call it—has 
proliferated. The modern roots of this industry (yes, it is undeniably an industry now) can 
be traced back at least to Orson Welles' War of the Worlds news bulletins of 1938. Since 
then, countless permutations of journalistic fakery have taken root, from incisive, tren¬ 
chant fabrications by The Onion (“u.s. vows to defeat whoever it is we're at war 


The Secret Diary of Steve Jobs 


with'') to slapstick gags like Obama Girl 
("Don't Cry for Me, Alaska: The Sarah Palin 
Story"). Some satirists aspire to a form of 
transcendent truth-telling. (Thank you, 
Jon Stewart.) Others are just in it for the 
yucks. Which fake news—past or pres¬ 
ent-best fits your tastes? This matrix 
chart reports, you decide, —rex sorgatz 


COMMENTARY 


Orson Welles’ War of the Worlds 
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John Hodgman (PC) John Hodgman {The Daily Show) 

1 l 

~^Tniiwr'niii O O 

SiVL’s Weekend Update (c a. 2Q 04) The Onion (ca. 2001)! | 


m n 


DANGEROUS OBJECT, DANIEL SALO; OBAMA GIRL: BEN RELIES: KARLIN. MILLER: GETTY IMAGES; KINNEAR; AP; CHASE: CQRBIS; NNTN: CHRIS L FESLER / HBO 
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THE CHR THRTSRIO NO TO THE PUMP 


Drink responsibly © 2008 Import Brands Alliance. Importers of Beck’s Been, St. Louis, MO. 
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ADVERTISEMENT 


BECIC^ PRESENTS: THE DIFFERENT BY CHOICE INNOVATORS SERIES 




WITH 

Venturi Hutamobiles 



GILDO PALLANCA PASTOR SACHA LAKIC 

Innovation doesn’t happen overnight. It takes 
tireless work from passionate people to turn 
a dream into reality. In 2001, Gildo Pallanca 
Pastor took over the company called Venturi 
Automobiles and transformed it into the most 
forward-thinking and exciting global automobile 
manufacturer today. Along with head designer, 
Sacha Lakic, we sat down to discuss what goes 
into taking Venturi the next level. 


Gildo Pallanca Pastor: Venturi launched its 
first car in 1984. For 20 years they 
specialized in sports and racecars until 
2000, when it became a pioneer as the 
first clean automotive company. The 2004 
debut of the Venturi Fetish, the first real 
electric sports car, was both a major 
success for us, and a first step toward 
mass production of this kind of vehicle. 


Sacha Lakic: Actually, the Astrolab fuses 
the design DNAs of a Formula 1 racecar 
and that of a racing sailboat - which 
enables it to use the most advanced 
technologies to reach the highest 
performance without using fossil fuels. 
This idea was the genesis of the Astrolab. 


GPP: The car is basically a solar panel with 


GPP: Independence from petroleum is 
a nearly impossible challenge no mat¬ 
ter where you live. Aside from the Venturi 
vehicles, no other cars in the world are able 
to have zero impact on the environment. We 
think they have the potential to become a 
symbol of a major cultural change. 


SL: Today, technology allows us to have fun 
with driving and to respect the environment 
we will leave to future generations. Venturi’s 
Astrolab embodies the new reality that we 
can choose to do both at the same time. 


GPP: Venturi is growing in different sectors 
of the automotive industry, from electric 
trucks to electric sports cars. Thanks to 
our spirit of innovation, we have already 
changed the image of electric vehicles 
to something much “cooler” throughout 
the world. 



wheels. Parked or moving, the panels are 
charging the batteries thanks to an electric 
module that can also directly connect and 
manage a small, efficient wind turbine 
when parked. 


SL: As it is the case today, I see Venturi 
still a few steps ahead of the other 
manufacturers. Our vision and strategic 
choices will always make the difference. 


Drink responsibly © 2008 Import Brands Alliance. Importers of Beck’s Beer. St. Louis, MO. 
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DEAR MR. KNOW-IT-ALL 

Is it cool to ask call-center operators 
what country they’re in? I’m not a 
bigot or opposed to outsourcing, but 
I like to know who I’m dealing with. 


BY BRENDAN I. KOERNER 



k Fire away with the geolocation 
query but be wary of how you 
broach the topic. Call-center oper¬ 
ators deal with countless xeno¬ 
phobic jerks, who typically follow 
the "Where are you located?” 
question with a stream of invec¬ 
tive. An operator may thus turn 
defensive in anticipation of the 
same treatment from you—unless 
you're careful with your tone 
and timing. "If the very first thing 
out of your mouth is, Hey, what 
country are you in,' I think that's 
rude,” says Kathleen Peterson, 
founder of PowerHouse Consult¬ 
ing, which advises call-center 
operations. Resolve your busi¬ 
ness first, then feel free to ask 
about location when there's a 
natural lull in the conversation. 

At that point, make sure your 
voice exudes affability, as if you 
were simply inquiring about the 
weather in Omaha. 

And, should you learn you're 
on the horn with someone on the 
planet's flip side, go easy on the 
inane chitchat. "A call-center 
agent has a job to do and probably 
doesn't want to answer questions 
about the population of Banga¬ 
lore,” says Bill Colton, president 
of Global Telesourcing, a call- 
center service provider. 

The operator may decline 
to answer your question or try to 
convince you that he's in Kansas 
even though his accent screams 
Ukraine. Such deception indicates 
that a company either wants > 
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The new G Coupe with VVEL. 

At your feet rests a euphoria-producing 
pedal that commands an award-winning 
330-horsepower V6 engine, driven by 
VVEL This superior technology allows 
the engine to breathe efficiently for 
increased power while amazingly using 
less fuel! Couple this with a new 7-speed 
automatic transmission and be prepared 
to let some endorphins loose. 




'Compared against prior generation non-WEL engines. 2009 EPA fuel economy estimates, 18 city/26 Highway. Use for 
comparison only. Your mileage may vary. Always wear your seat belt, and please don’t drink and drive. ©2008INFINITI. 




Mr. Know-It-All continued 

to hide the fact that it's outsourcing 
or doesn't think too highly of its cus¬ 
tomers—make a mental note of it. 

Everyone in my office has 
sharing enabled on iTunes. One 
of my coworker's libraries 
contains several podcasts of 
sermons I find highly offen¬ 
sive—they contain lots of antigay 
blather. Should I confront her? 

It depends on how you gleaned those ser¬ 
mons' content. If you couldn't help noticing 
incendiary titles along the lines of "Fags Go 
to Hell/' then a little indirect confrontation 
is in order—tell a manager, pronto. 

But if the titles were innocuous, and you 
thus had to listen to the podcasts in order to 
be offended, pause a moment before taking 
action. You may have a valid case, but you'll 
have to decide whether this fight can ever 
yield anything more than a Pyrrhic victory. 

It would be one thing if your colleague 
was blasting these sermons through her 
speakers for all to hear—or, for that mat¬ 
ter, telling everyone around the watercooler 
about the Lord's contempt for sodomites. 
But a shared iTunes environment such as 
yours is strictly opt-in—you can easily 
avoid listening to the offensive content. 

The best meatspace parallel is a coworker 
who keeps a small stack of religious pam¬ 
phlets in plain view, which you can just 


ignore. True, there have been cases in which 
employers have been successfully sued for 
wilting Bible verses on paychecks or broad¬ 
casting prayers over public address systems. 
But those situations were a lot more in-your- 
face than what's going on here—in part 
because they involved bosses rather than 
colleagues, but also because the employees 
couldn't escape the proselytizing. 

An aggressive lawyer could still argue 
that the mere presence of those tracks on 
the network creates a hostile workplace. 
But that strikes Mr. Know-It-All as mak¬ 
ing a sermon on the mount out of a sermon 
on a molehill, especially considering that 
the suit could very well be a loser—you 
might be hard-pressed to prove that the 
screeds, tucked away in an iTunes library, 
are severe or pervasive enough to consti¬ 
tute harassment. 

As odious as you might find your cowork¬ 
er's views, it's probably best to give her a 
pass. Look on the bright side—nowyou know 
who to avoid at the office holiday party. 


I’ve been helping my nongeek 
friend build a Flash-intensive 
Web site. It’s gotten to the point 
where I’m spending a dozen 
hours a week on it. How should 
I ask for compensation? 

Your pal surely didn't intend to 
exploit you. Odds are he doesn't 
know how much work goes into cod¬ 
ing—an impression you encouraged by not 
demanding dough up front. 

Assuming you want this relationship to 
survive, bring up the problem without mak¬ 
ing your friend feel like a total heel. Peter 
D. Johnston, the author of Negotiating 
with Giants, recommends telling him that 
a sudden influx of paying gigs precludes 
you from doing more work, but you'd be 
happy to point him to a replacement. "That 
approach can get the issue of time and pay¬ 
ment out on the table in a nonthreatening 
way,'' Johnston says. Presuming he's hesitant 
to switch horses midstream, your pal should 
offer to make his project worth your while. 

Refrain from pressing for back pay, how¬ 
ever, or you're likely to look like a greedy ass. 
Those hours you've already spent slaving 
away in the digital mines? Consider them a 
lesson in the veracity of an age-old maxim: 
"Never mix business with pleasure.'' HQ 
/////////////////^^^^ 

Need help navigating life in the 21st century? 
Email us at mrknowitall@wiredmag.com. 



Imagining the Browsers of Tomorrow 

It started with Google’s Chrome. But where will it end? We may be entering a gilded age of browsers 
with special purposes and cool metallic monikers. Oh, the possibilities! —Mathew Honan 
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Browser 

Optimized for 

Wired 

Tired 

Perez Hilton 

Celebrity news sites. 

Delivers the juiciest gossip (“Lindsay did what?!”) 

Draws snot and cocaine doodles on all the photos 

Tintype 

right to your desktop—no search necessary. 

it displays. 

Yahoo Rust Bucket 

Surfing job sites. 

Helps you find a new career at Google, Facebook, or 
anyplace else in Silicon Valley (other than Yahoo). 

For internal use only; doesn’t work outside 
of Yahoo’s Sunnyvale campus. 

Brody Jenner 

Dudes. 

Discovery tool for bars with VIP lounges, hot chicks, 

Gets a little too friendly with your other apps, risking 

Iron Pyrite 

hair gel dispensers, and mirrors. Lots of mirrors. 

transmittal of a bad virus. 

4chan Radium 

Serious business 

Turns absurdly mundane images into more than 9,000 

Won’t stop Rickrolling you or hilariously 

(all of the Internet). 

hysterical bons mots skewering mainstream society. 

redirecting you to fecal porn. 

Hannah Montana 
Gold 

Tween girls. 

Aids navigation of the treacherous 
adolescent social scene. 

Weirdly sexualized look and feel. 

Otaku Platinum 

Lovers of Japanese 
nerd culture. 

Provides translation from Japanese. Routes 
users to cute Sanrio stuff. 

— 11 ^ * . 

j * > 

Tentacle porn. * j* * * 
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MR. KNOW-IT-ALL: CHRISTOPH NIEMANN. TENTACLE: GETTY 
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CHRONO 

plastic 

COLLECTION 



rvj 

IHH 



[ 0 * 


Available at Swatch stores nationwide and select Nordstrom locations. 
866.382.4713 - http://store.swatch.com 









BIG CITY, BRIGHTER LIGHTS 

After half a century of walking their dogs under the same old streetlamps, New Yorkers are ready 
for a new age of enlightenment. Gotham’s own Office for Visual Interaction won an international compe¬ 
tition to design a replacement. Its inspiration: LED headlights. “We took the same idea and made it verti¬ 
cal,” OVFs Enrique Peiniger says. The new lamppost's 4- to 6-foot head boasts up to 100 LEDs with multiple 
lenses that can be configured to dial in specific lighting "footprints” of uniform brightness. For New York, 

the coverage patterns will be tailored for three distinct situations— 
park, street corner, and mid-block. *1 How many workers will it take to 
change the bulbs? A lot fewer. LEDs last twice as long as the current high- 
pressure sodium bulbs. Oh, and they burn 30 percent less energy. Plus, 
the fixture’s modular design makes it easy to swap out chips as LED tech¬ 
nology improves. OVI is putting the finishing 
touches on its prototypes, and if tests go well 
next year, the lamps will soon start lighting 
up the city that never sleeps, —emily stone 
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BUSINESS TAKES 

VISA 


Which is why we joined the Visa Business Network. 

At Viv & Ingrid, we have big ideas. We see huge potential Which is why we 
use the Visa Business Network. With tips, tools and new ways to connect 
with other small businesses and potential customers, it's everything we 
need to make sure our fashions always make a big statement. 


See what's big at visabusinessnetwork.com on Facebook. 
















A Magical Legacy 

How these guys 
engineered our world. 



Fourteen years ago, a company called General Magic promised a handheld device that would make calls, send email, 
play music, and do almost everything else that makes today's iPhone so drool-worthy. ff Bill and Andy's Excellent 
Adventure II" (April 1994) was about the two Macintosh vets—Atkinson and Hertzfeld—leading the project. 
Unfortunately, they were far too early. General Magic sank in 2002. But its legacy lives on, in part because the effort 
was a formative experience for a team of brilliant young engineers. Pierre Omidyar went on to start eBay. Tony 
Fadell heads Apple's iPod hardware group. Kevin Lynch cooked up Flash. And Andy Rubin created the Sidekick and 
Google's Android mobile platform. Not too shabby. As for Bill and Andy, they are still adventuring excellently: 
Atkinson works with the artificial intelligence startup Numenta, and Hertzfeld codes for Google. —steven levy 



the POOP 
Mr. Wood 


During the nine years of wire d 's Return to Sender 
contest, we received some weird stuff in the mail: 
broken hard drives, a 5-foot felt “long tail,” a 
wooden DNA helix, and an 8-track player contain¬ 
ing an Engelbert Humperdinck tape. The rules called for readers to send us any mailable 
object; if it came in an envelope or a box, it was disqualified. Winners had a photo of their 
entry published and received—drumroll, please—a wired T-shirt. Oh, and immortal 
glory. *1 The most prolific contestant was Barry Wood, a 50-year-old government GIS 
specialist from Vero Beach, Florida. Wood had actually been running his own contest 
for years, encouraging friends to flummox the Postal Service by sending unusual items 
he called “permissible objects of postability,” or POOP. Once he discovered wired's 
contest, he sent us a dozen pieces of POOP, including a mailbox, a conch shell (both win¬ 
ners), buoys, and a pink plastic flamingo. He shelled out nearly $30 to mail an inflatable 
palm tree, which turned up still inflated. (Sadly, it didn't stay that way. To see the video, 
go to wired.com/extras .) One year he spent $4,000 on POOP, “but I really didn't care,” 
Wood says, “because sending POOP is my hobby, I mean obsession.” — Joanna Pearlstein 


15 YERRS OF MIRED R LOOK BRCK 


WIRED’S 

15 Years in 
M Months: 

A Recap 

Oh, 15th-anniver- 
sary page, how 
well miss you. For 
12 issues, we've 
used this space for 
overtly self-refer¬ 
ential sesquideci- 
malizing. As the 
year comes to an 
end, we thought 
we'd take a look 
back at the way we 
looked back. Here¬ 
with, our favorite 
items.— THE EDITORS 

1 On the first anni¬ 
versary page, we 
ran a collection of 
all our covers that 
featured guys with 
beards—14 furry- 
faced geniuses. 
Weirdly, 18 of them 
were George Lucas. 

2 In September, 
we compared 
the number of 
issues that men¬ 
tion Bill Gates (150) 
to the number of 
issues that mention 
Steve Jobs (110). 
Apple’s lawyers 
have demanded we 
pickup the pace. 

3 July's edition 
listed things we 
pronounced dead 
prematurely (like, 
oh, Web browsers). 
Is this anniversary 
shtick really over? 

4 In March, we 
charted the 
number of covers 
that used neon ink. 
We love graphs. In 
fact, here’s a little 
graph of how much 
we love graphs: 



, 

LIKE MORE LOVE 


LIKE 


5 Two issues 
ago we created 
an “evil meter” to 
help Google navi¬ 
gate today’s murky 
moral waters. They 
sued us.* Jerks. 

®Mot really. 
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Data. It’s at the very heart of your business. And when your data is on NetApp? your entire business 
pulses with strength and feels the beat. At NetApp, we’re committed to bringing you storage and data 
management solutions built to keep the heart of your business beating with strength and efficiency. 


NetApp 

Accelerate 


Come join us at the NetApp Accelerate user conference to see how 
we help your business go further, faster. Visit netapp.com/heart. 


FEB 23-26, 2009 | SAN FRANCISCO 


NetApp 


Go further, faster 


© 2008 NetApp. All rights reserved. Specifications are subject to change without notice. NetApp, the NetApp logo, and Go further, faster are trademarks or registered trademarks of 
NetApp, Inc. in the United States and/or other countries. All other brands or products are trademarks or registered trademarks of their respective holders and should be treated as such. 

































Sweating Bullets low to 

fingerprint a shell casing 
better than those CSI losers. 

Most criminals aren't known for their smarts. They're certainly no match for 
Bond, John Bond. The head of forensics at the Northamptonshire Police in the 
UI< has found a new way to reveal fingerprints on shells left behind after a shoot¬ 
ing. His work builds on the recent discovery that the extreme heat released 
when firing a gun causes salt from finger sweat to slightly corrode the casing. 
As we've learned from CSI, fingerprint experts typically coat casings in vapor¬ 
ized superglue to turn the prints white, but that works only if the sweat hasn't 
dissipated. Bond realized that by applying electricity instead of glue, prints can be detected years 
after a bullet is fired. He has already helped the police in Kingsland, Georgia, identify prints on 
four shells from a 1999 crime scene, and he's working on others. Here's how it's done. — erin bib a 


vr 



1// Collect casings 
at the crime scene. 

Bullet casings are 
usually brass, the per¬ 
fect metal (soft, but 
not too soft) to react 
with sweat, instan¬ 
taneously corroding 
when a gun is fired. 



2 // Apply electri¬ 
cal charge, i 

casing with 2,500 
volts of electricity. 
The area where it's 
corroded—the finger¬ 
print—won’t hold as 
much energy as the 
rest of the metal. 



3 // Sprinkle on 
conductive powder. 

Superfine flakes of 
carbon (Bond used 
toner from his photo¬ 
copier) will stick to 
areas of low energy 
on the brass casing, 
revealing the print. 



4 // Take a picture. 

Just as with any ordi¬ 
nary fingerprint, a digi¬ 
tal image can be run 
against law enforce¬ 
ment databases. Find 
a match and you’ve 
got your shooter (or at 
least your loader). 




x Sound Blast 

n. A supersize 
sound bite, blasted 
over the Internet 
by a tech-savvy 
politician. Barack 
Obama’s campaign 
speeches, uploaded 
onto YouTube and 
viewed by millions, 
have defined the 
form. The average 
sound bite is 10.3 
seconds; a typical 
sound blast is 10 
minutes or more. 

x Frolleague 

n. A work colleague 
friended on a social 
networking site and 
thus granted access 
to personal infor¬ 
mation, from blog 
entries to stag party 
pics, that may be 
perceived as less 
than professional— 
or even (if the frol¬ 
league happens to 
be afrupervisor) 
grounds for dis¬ 
missal. 

x Ocean Deserts 

n. pi. Desolate zones 
in the world’s seas. 
These regions are 
expanding with 
global warming, 
which has dampened 
the circulation of 
marine nutrients and 
lowered the concen¬ 
tration of oxygen to 
such an extent that 
some 20 percent of 
Earth’s oceans are 
now moribund. 

x Twiller 

n. A thriller com¬ 
posed and published 
entirely on Twitter. 

At 140 characters 
per installment, 
these works of serial 
fiction are the micro¬ 
blogger’s answerto 
the cell phone novel, 
a popular genre in 
text-happy Japan. 
—Jonathon Keats 
(jargonftdwired. com) 
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1,763°F: silver melts. 

1,947°F: gold melts. 

3,034°F: titanium melts. 

3,092°F: the ceramic brake forms. 
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Contact us at 1-8G0-PQR3CHE or porscheusa.com. @2008 Porsche Cars North America, Inc. Porsche recommends seat belt usage and observance of all traffic laws at all times. Vehicle is shown with non-U.S. equipment. 


For braking performance that won’t leave anyone cold. 

PCCB brakes are nearly 50% lighter than standard brakes. Improving not just roadhandling, agility and ride, 
but fuel consumption as well. Because braking performance is about more than just braking power. 

The Porsche Ceramic Composite Brake (PCCB) 


Porsche recommends Mobil KI 

























CLIVE THOMPSON 

100% Cotton. 20% Profit 



Thanks to hip, snarky 
T-shirts, your favorite 
online content is still free. 

K In 2003, Burnie Burns got together with three friends 
and created Red vs. Blue—an. animated comedy series 
set in the world of first-person shooter Halo. Nerds loved it, and within months 
nearly a million people were downloading each week's free show. *1 Burns & Co. 
decided they wanted to quit their j obs and work on the series full-time. So they 
figured out a way to do it: T-shirts.«! Burns appropriated the comedy’s wittiest 
one-liners and set up an online store to sell shirts and caps. Within months, 
he was filling hundreds of orders a week, generating enough revenue to pay 
everyone a salary. “The shirts,” he says, “turned us from a hobby into a busi¬ 
ness.” *1 Burns is not alone. Increasingly, creative types are harnessing what I’ve 
begun to call “the T-shirt economy”—paying for bits by selling atoms. Charg¬ 
ing for content online is hard, often impossible. Even 10 cents for a download of 
something likened vs. Blue might drive away the fans. So instead of fighting this 


VT 

vrt 


dynamic, today's smart artists 
are simply adapting to it. 

Their algorithm is simple: 

First, don't limit your audience 
by insisting they pay to see your 
work. Instead, let your content 
roam freely online, so it generates 
as large an audience as possible. 
Then cash in on your fans' desire to 
sport merchandise that declares 
their allegiance to you. 

We're talking about a surpris¬ 
ingly big market. According to 
Impressions, a clothing indus¬ 
try trade publication, Americans 
spend around $40 billion a year 
on decorated apparel. At Cafe- 
Press, a Web site that lets anyone 
customize and sell merchandise, 
users sold more than $100 mil¬ 
lion in goods in 2007—pocketing 
$20 million in profits—and over¬ 
all sales are growing an average 
of 60 percent a year. 

As you might expect, the 
T-shirt economy is a long tail 
phenomenon, with compara¬ 
tively few people making a full¬ 
time living while millions earn 
only a few hundred or thou¬ 
sand bucks a year. On the high 
revenue end, you've got com¬ 
panies like BustedTees—an off¬ 
shoot of the funny-video portal 
CollegeHumor—which, with a 
staff of eight, expects to clear 
a 20 percent profit on sales of 
350,000-plus shirts for 2008. 

In the middle are outfits like 
RightWingStuff, which hawks 
T-shirts mocking the left. And on 
the far end of the tail are people 
like David Friedman, a New 
York X CONTINUED ON PAGE 60 
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When breaking news can be viewed in a completely new way, 
_ imagination lives. 





Get the latest USA TODAY news, weather and customizable stock quotes all 
on your HDTV screen with Samsung's InFoLink™ RSS Feature. Sometimes an 
easier way to get the news is the biggest news story oF all. 
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ONE PIXEL AT A TIME 


The primary role of technology is to enhance the human 
experience, and Samsung’s robust product line is no exception. 
Reverse-engineering the future to deliver eye-popping TVs, 
captivating cameras, and other indispensable electronics 
to today’s discerning populace, Samsung continues its 
tradition of technological achievements designed to enrich 
and embolden our lives. 



From the development of energy-efficient 
appliances in the 1970s to the introduction 
of personal computers in the early ‘80s, 
Samsung’s history of advancements reads 
in superlatives, with smaller, faster, lighter, 
thinner, greener, smarter, and more 
efficient technology peppering their 
timeline of innovation. 

It is hardly a coincidence that these 
technologies become increasingly inter¬ 



pictures are captured 
device then easily displayed on an HD TV 
for a fluid high-definition experience from 
start to finish. 

Further proof that digital worlds collide 
lies in Samsung’s InfoLink™ RSS Access 
feature: Personalized content is pushed to 
a Samsung lnfoLink™-enab!ed TV via an 
Internet connection and simple Ethernet 
cable (or even a wireless connection on 


twined as products become more capable 
and sophisticated: A smart phone, embed¬ 
ded with a camera, MP3 and video player, 
email and Web apps, and so on, relies 
on what Samsung describes as a digital 
convergence, where different technologies 
work together to create a seamless user 
experience unencumbered by clunky tran¬ 
sitions or data transfers. Take Samsung’s 
HD product suite, in which still or motion 
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■ The BD-P1500 Blu-ray disc player brings full 
high definition 1080p resolution to your living 
room. But brilliant color and detail are only part 
of the story. The BD-P1500 accommodates Blu- 
ray, DVDs and CDs, giving you greater flexibility. 
Plus, through Samsung’s BD Live, downloading 
firmware upgrades, games and extras directly 
from the Internet is easy and convenient. 


the 7, 8 and 9 Series flat panel TVs) for 
current weather, sports, news and stock 
updates. A semi-transparent information 
display means the show or movie playing 
on the TV remains visible, so multitaskers 
can keep informed and entertained 
simultaneously. 

Not only are Samsung’s TVs getting 
smarter, they’re getting brighter. And 
darker. The 950 LCD high-definition TVs 


offer 1,000,000:1 dynamic contrast ratio 
with LED backlight, meaning movies and 
shows come to life with more depth and 
details in both bright and dark scenes, all 
in a more energy-efficient package. 

From creating memories with HD cam¬ 
eras to reliving them at home on HDTVs, 
life takes on an extraordinary hue as the 
convergence of Samsung innovation leads 
us to a more vivid, high-resolution world. 


■ The TL34HD digital still camera is HD-enabled, 
not only for sharper and more lifelike still 
photos, but also for HD motion recording at 
720p resolution, easy connectivity to HDTVs for 
viewing and playback, and single-remote control 
with Samsung’s Anynet+ technology. Features 
like a 3” touch screen, 28mm wide-angle lens 
and 14.7 megapixels are just gravy. 


LN52A860 


The LN52A860, a high-definition LCD 
TV, has Samsung’s thinnest bezel at 
1.9” with the stylish Touch of Color™ 
transforming the TV from an ordinary 
object to a work of art. Auto Motion 
Plus 120Hz™ technology creates 
smooth transitions between frames 
so motion blur is virtually eliminated. 
Energy Star compliance and the pre- 
loaded Content Library™ make the 
LN52A860 one of a home’s friendliest 
machines, and Samsung’s InfoLink™ 
RSS feature provides up-to-the-minute 
news, weather, sports and financial 
information. 

















mam 



To C 

T»wek «f C«Ur 




When stunning contrast makes staying home 
Peel like a once-in-a-lifetime event, 

imaaination lives. 


With its LED SmartLighting™ generating a dynamic contrast ratio of 
1,000,000 to 1, Samsung's new 950 LCD creates by far our mostincredible 
picture yet. This is one sight you don't want to miss. 






EXPECT ihe UNEXPECTED 

ONLY ON SIRIUS AND XM 


X 



featuring 

-j THE VOICE OF REASON WITH 20 WILLIAMS 
j SPEEDY'S COMEDY CORNER * 


THE CLAUDIA JORDAN SHOW 
) THE SHERYL UNDERWOOD SHOW 
THE JAMIE FOXX SHOW 


THE FOXXHOLE RADIO - 24/7 ONLY ON SIRIUS AND XM 

This is groundbreaking radio brought to you by entertainer, musician and comedian, 

Jamie Foxx. Tune in to the 24/7 exclusive satellite radio channel featuring The Jamie 
Foxx Show, plus bits from a large number of comedians. There's even music, skits, radio 
theatre and more. The Foxxhole - 24/7 only on SIRIUS channel 106 and XM channel 149. 

SIRIUSUL I («XM») 

SATELLITE RADiO 


©2008 SIRIUS XM Radio Inc. "SIRIUS", the SIRIUS logos, channel names and logos and related marks are trademarks of SIRIUS XM Radio Inc, The "XM" name and 
related logo are trademarks of XM Satellite Radio Inc. 





I OWN COMICS. 



Terms and conditions apply. Visit open.com/gold and memhershiprewards.com for details. > 2008 American Express Bank, FSB. All rights reserved. 




I OWN MY BUSINESS. 



If you own your business, own the card that says so. The Card with rewards 
to reinvest in your business. Like points redeemable for everything from laptops to 
airline tickets to employee bonuses.The Gold Card from American Express OPEN. 

T800-NOW-OPEN open.com/gold 



Calling all business owners. 













Thompson continued 

photographer who cooks up 
three or four witty ideas a 
year “-like his series of T-shirts 
adorned with fictional corpo¬ 
rate logos that are blurrily “pix- 
elated," as if on reality TV—and 
makes just enough money to 
cover his hosting fees, plus a bit 
of pocket change. 

Bands have relied on merch 
sales for years. But today's 
instant-customization tech¬ 
nology has supercharged the 
T-shirt economy by dropping 
the cost of entry to zero. With 
a Zazzle or CafePress store, 
you don't need to put down any 
capital; the very first sale is 
profitable. This allows artists 
to speculate with dozens of 
designs until they hit on one 
that catches their fans' atten¬ 
tion. “When you drive the risk 
to zero, you really open the 
floodgates," says Fred Durham, 
cofounder of CafePress. 

Of course, it's a little ironic 
that artists who've harnessed 
the digital world to distrib¬ 
ute their work have to rely on 
semi-disposable clothing to 
finance it. And the business 
model doesn't work for every¬ 
one. Jonathan Coulton, a musi¬ 
cian who sells merchandise 
online, says he can make more 
money by simply forging an 
emotional bond with his fans 
so they'll pay cash for his MP3s. 
Fair enough: Charging for bits 
is way more profitable than 
charging for atoms. But not 
many consumers are willing to 
pay for podcasts, videocasts, or 
blog content—and that's where 
the T-shirt economy helps out. 

Creators of this media don't 
need to make big bucks or 
bleed you dry. They're just 
looking to put their shirt on 

your back. 

/////////////^^^^ 

EMAIL clive@clivethompson.net 




BLADE RUNNER 

He built the world’s densest data 
center—-in Vegas, baby! 


VT 


Rob Roy’s Las Vegas outpost may 
remind you of a mega-casino: It’s massive. 
It’s full of blinking lights. And its security 
guards will get rough if you step out of 
line. But you won’t find dealers shuffling 
cards here. Instead, this facility shuffles 
bits—on an unprecedented scale. 

Dubbed SuperNAP, it’s the world’s dens¬ 
est data center. In the desert, far from any 
possible power-cutting 
natural disasters, Roy, CEO 
of Switch Communications 
Group (and no relation to 
the Scottish vigilante), 
built a server farm the size 
of 11 football fields. It eats 
1,500 watts per square 
foot—almost eight times 
the industry standard— 
and houses more than 7,000 storage cabi¬ 
nets. Its secret? Rather than placing its 
blade servers on racks and pumping cold 
air up through raised floors. Switch packs 
machines inside containers that draw in 


cool air and shoot hot exhaust out of the 
building. “We invented a whole new world 
to get here,” Roy says. 

Roy’s computer education began at 12. 
His father, paralyzed in a diving accident, 
was pursuing a degree in computer 
science, and Roy volunteered to type his 
papers and turn the pages of his books. 
Twenty-seven years later, as more 
and more petabytes zoom into the data 
cloud, he sees his facility as home to 
tech’s most creative projects: “We want 
neat, cutting-edge concepts going on 
in there—video, gaming, voice.” 

But Roy tries not to take this stuff too 
seriously. Consider the comic book 
he penned about his staff, Switchblades : 
The Dark Ethereals have hacked into 
Earth’s ionosphere with a plan to 
destroy the Net! Luckily, Roy, er. Core 
and his band of super-employees are 
here to save the day—and keep the world 
safe for truth, knowledge, and the 
entrepreneurial way. — ashlee vange 
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Normally, when you think more power, you think more fuel 
The totally, completely, 100% new MAZDA6 behaves 
anything but normally. Horsepower is maximized, fuel 
efficiency follows suit. Owing to feats like its lightweight 
aluminum power plant, multiport fuel injection and 


360° aerodynamics that make it more arrow than 


car. Add it all together and it equals 30 mpg highway* 
Impressive, especially when you also learn that the 
new MAZDA6 is the only car in its class** 
to receive a 5-Star Government 






Safety Rating + in all five tests 

Zoom-Zoom. Forever. 


MazdaUSA.com 


awlliSs 


T0PG0VTRAT1NG, ALL 5 TESTS Starting at §19,220 

f EPA estimated mileage MAZDA 6/automatic. Actual results may vary. * 2007 Automotive News Standard Mid-range cars. Government star ratings are part of the National Highway Traffic Safety 
Administration’s (NHTSA’s) New Car Assessment Program (www.safercar.gov). Vehicle tested with standard side impact air bags (SABs). MAZDA 6s Grand Touring with Moonroof and Bose 
Package as shown $30,690. MSRP excludes tax, title and license fees. Actual dealer price may vary. See dealer for complete details. Optional equipment shown. ©2008 Mazda Motor of America. Inc. 
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Hennessy 

FLAUNT YOUR TASTE 


WWW.HENNESSY.COM 

Please Flaunt Responsibly Imported Cognac Hennessy^ 40% AtcyVol. (80"), - 2008 Imported by Moet Hennessy USA. New York, NY. HENNESSY and FLAUNT YOUR TASTE are trademarks. 







PLAYLIST 


What’s wired this month. 


Nation, we offer a tip 
of the hat to Stephen 
Colbert for declar¬ 
ing war on the war on 
Christmas. Our hero 
is trapped in his moun¬ 
tain cabin by a bear 
(what else?), unable 
to get to New York to 
filing Colbert Christ¬ 
mas: The Greatest Gift 
of AW, so the musi¬ 
cal special comes to 
him. The self-styled 
broadcasting legend 
nails duets with dope¬ 
smoking wise man 
Willie Nelson, Hanuk- 
kah evangelist Jon 
Stewart, authorized 
prayer technician 
Feist, and Dickensian 
busker Elvis Costello. 
Don’t miss the stock¬ 
ing stuffers: a video 
Advent calendar 
and book-burning 
Yule log. Take that, 
"Happy Holidays.” 


IbBH. 
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Hurricanes in the Caribbean, earthquakes in Asia, wildfires 
in California—Mother Nature’s can of whup-ass is set to 


The Moth Podcast 

Nonprofit group the 
Moth revitalizes the 
oral tradition with true 
stories told live—no 
notes allowed. Featur¬ 
ing fave authors like 
Neil Gaiman and unex¬ 
pected confessors like 


Fragile Planet 

Now playing at the new Cali¬ 
fornia Academy of Sciences 
Morrison Planetarium, Fragile 
Planet provides a fresh per¬ 
spective on our place in space. 
Starting in San Francisco and 
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Natural Disaster Feed 


stun, and it’s hard to keep track of where her blows are land¬ 
ing. Which is why this comprehensive natural disaster RSS 
feed from the New Zealand Herald is such a welcome port 


pulling back to the edges of the 
universe, narrator Sigourney 
Weaver shows us other worlds 
that are likely to support life. 


ex-pickpocket O. T. 
Powell, the tales can be 
harrowing or humor¬ 
ous but always deliver 
satisfying epiphanies. 


in the Storm. An exhaustive Stream of global devastation Exquisitely visualized by vets 

is the perfect way to sate our rubbernecking receptors. thelow^sSedTnto^NASA S^ ry but 



database, and its universe 
will be updated whenever a 
new planet is discovered. 


Left4Dead 

Finally, a game that 
breathes new life 
into the festering 
cadaver that is the 
zombie-horror 
genre. The latest 
from Valve pits four 
scrappy humans 
against hundreds 
of hyperaggressive 
corpses. It demands 
teamwork and 
coordination and 
delivers thrills on 
par with 28 Days 
Later. Blasting 
through a zombie 
horde is pure awe¬ 
some concentrate, 
but one killer game 
mode lets players 
enlist in the army 
of the undead, 
Mmmm. brains. 


Rogue Leaders: The Story of LucasArts 

It’s porn for LucasArts junkies. From the lenticular cover (Darth Vader 
morphs into Monkey Island’s Guybrush Threepwood) to a collection 
of never-before-published Star Wars game logos, this fine-art-style 
book is manna for fans of the famous game developer. 

Flip through design documents from the early ’80s, 
study storyboards and scripts for Star Wars: Rebel 
Assault 2, and preview concept art for the upcoming 
Indiana Jones game without leaving your basement 
lair. Power-up: The forward is by George himself. 


The Collectors 

More art than adver¬ 
tisement, this Web 
video, directed 
by Acne Film for 
Chicago-based 
designer toy store 
Rotofugi, is a gem. 
In this quirky and 
magical piece, 
vinyl VIPs like Qee 
(designed by David 
Horvath), Gloomy 
Bear (Chax), 
and Smiling Malfi 
(Friends With 
You) flaunt their 
treasured “mint, 
in box” Homo sapi¬ 
ens. It was never 
released as an 
actual ad, but you 
can check it out 
at acne.se. 


ROGUE LEADERS 


Tired of loading podcasts 
onto your iPod before a 
trip? Try Lexy. The easy- 
to-use service sends 
news and entertainment 
"quikcasts” to your cell 
phone. Sign up for free at 
Lexy.com to build a play¬ 
list: use the Share voice 
command to shoot a clip 
to a friend. Highlights 
include NPR's Story of 
the Day, NASA Feature 
Stories, Slashdot Review, 
and. of course, wired’s 
weekly quikcast. 


T.I., “Live Your 
Life (featuring 
Rihanna)” 

The real reason “Live 
Your Life" is the fresh¬ 
est jam off rapper 
T.I.'s Paper Trails isn’t 
because of Rihanna’s 
vocals or T.I.’s flow— 
it’s the "Numa Numa" 
sample. Yep. the 
2004 video virus of a 
pudgy 18-year-old lip¬ 
syncing to Moldovan 
boy band O-Zone has 
reinfected pop culture. 
No worries, though— 
this strain is benign. 
Ditching the origi¬ 
nal’s Euro-rave vibe, 
producer Just Blaze 
tweaked the “mai ai 
hee" refrain into a mid- 
tempo "hey, oh!” party 
anthem we’ve had 
on repeat for weeks. 


9 American Photography 24 
Each fall, the American Photo¬ 
graphy organization compiles 
the year’s most powerful 
editorial images into a single exquisite 
volume. With brilliant work by the likes 
of James Nachtwey, Brent Stirton, and 
Plamen Petkov (right), this one’s no 
exception, but it’s also a most stylishly 
produced visual time capsule. And 
we’re not just saying that because it 
was designed by wired creative direc¬ 
tor Scott Dadich. We really are into 
naked ladies and fruit.* 


Other things we really are into: the nickname Captain 
* Chaos, puerile Yule log jokes, hot rocket scientists. 











SWISS WATCHES SINCE 1853 


TOUCH SCREEN FUNCTIONS 


■ Barometer - Relative and absolute pressure 
* Altimeter - Altitude Difference Meter 

■ Chrono - Timer 

■ Compass - Azimuth [Heading) 

■ 2 Alarms 

■ Thermometer 

■ Perpetual calendar 

■ 2 Time zones 

■ Red backlight 


More than a watch 

Tissot, Innovators by Tradition. 

(888) 293-9498 www.tissot.ch 
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screen Life in Reverse 



How Brad Pitt’s 
new film uses 
the latest CG 
to age the star 
backward— 
from geriatric 
infant to hunky 
80 -year-old. 


F. Scott Fitzgerald’s 1922 short story The Curious Case of Benjamin 
Button has a bizarre premise: The protagonist was born looking 
like a octogenarian, then appeared younger and younger as he got 
older and older. For David Fincher’s film adaptation, out on Christ¬ 
mas Day, the director had to find a way for Button (Brad Pitt) to 
“reverse-age” convincingly. CG was the answer: Make a 3-D model of 
Pitt’s visage, fast-forward it five decades, and stick it on the torso of 
a diminutive actor. Problem is, current-gen performance-capture 
techniques—sticking a bunch of dots onto the actor’s face, record¬ 
ing their movement, then applying the data to a 3-D model—miss 
subtle nuances; the resulting virtual visages often look stiff and 
creepy (see: The Polar Express). So Fincher turned to f/x company 
Reardon for help. Its system ditches dots in favor of phosphores¬ 
cent powder. Pitt’s face was slathered with 
glow-in-the-dark dust before he emoted 
into an array of cameras. The footage 
from each camera was then melded into 
a single image of his dreamy mug with 
thousands of times more detail than the old 
method. (Hit wired.com/extras for more 
on reverse-aging Pitt.) —Daniel Dumas 



Face-Off 

Benjamin Button isn’t the 
first film to have a bit of facial 
work done. Here are a few 
famous flicks that have cut- 
and-pasted actors’ mugs. 



The Crow (1994) 

problem Brandon Lee 
expires in an on-set mishap. 
solution Digitally add 
Lee's face to a stunt double 
to complete missing scenes. 
RESULT Choppy but con¬ 
vincing. The Crow grosses 
more than $50 million. 



Star Wars: Episode I—The 
Phantom Menace (1999) 

PROBLEM Parts of the 
climatic iightsaber duel 
could be mastered only 
by seasoned stunt people. 
solution Replace the 
stunt people’s faces with 
those of Liam Meeson 
and Ewan McGregor. 
result The visceral two- 
on-one battle is one of 
the film’s few highlights. 



Gladiator (2000) 

PROBLEM Actor Oliver Reed 
suffers a fatal heart attack 
before filming wraps. 
solution Cobble together 
his remaining scenes with 
a body double and a CGI face. 
RESULT Five Oscar wins, includ¬ 
ing a nod for visual effects. 
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Microsoft 


Working from home 
is easier than ever. 
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work wherever you happen to be. Choice is nice. 

☆ Create your own online workspace. 

it Store, organize, and edit your files from any PC. 

at Invite others to share and collaborate away. 

Visit Office2007.com to get started. 
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music Mixtapes Go Mainstream 



Hip hop mixtapes used to be a street thing— cassettes and (later) CDs crudely dubbed by 
local DJs and MCs to be passed around as a grassroots promo tool. But between the RIAA 
crackdown and the bandwidth explosion, up-and-coming artists began migrating to the Web, 
harnessing blogs, zip files, and free file-sharing services like Megaupload to find fans and 
launch careers well before their actual albums come out. “Mixtapes create a product for people 
to wrap their heads around,” says Nick Catchdubs, cofounder of 
the DJ-run record label Fool’s Gold. “An artist could release a mil¬ 
lion individual MP3s to the Internet, but a solid mixtape makes way 5 Mix Masters 

more of a statement.” Here’s a look at the new school of mixtape waie 

maestros—and their upcoming releases. —Angela Watercutter rSreSswash^’ 

ton, DC, rapper’s joint, mixed by 
Catchdubs, is built entirely around 
Seinfeld dialog. Wale had already 
scored fans with his previous mix- 
tape, 100 Miles and Running, but 
this festivus of Easter egg rhymes 
advances the genre. Even Jerry 
loves Wale (not that there’s any¬ 
thing wrong with that). WHAT’S 
next Debut album slated for March. 


Artist Kid Cudi 

MIXTAPE A Kid Named Cudi WHAT’S 
fresh If Pink Floyd were a hip hop 
outfit, they’d probably sound a lot 
like this. Produced by Emile and 
Kanye collaborator Plain Pat, this 
mix lays raps over heavy bass and 
even heavier guitars. WHAT’S next 
Debut set for spring/summer. 


Artist 88-Keys 

mixtape Adam’s Case Files WHAPS 
fresh Fans of 88-Keys, who forged 
his reputation as a producer for 
the likes of the Pharcyde and Mos 
Def, had been waiting years for the 
November release of his debut, The 
Death of Adam. To tide them over, 
88-Keys released this mixtape of 
teaser tracks, along with a series of 
buzz-building viral videos. WHAT’S 
NEXT US tour launches in spring. 


Artist Hollywood Holt 

mixtape Holt Goes to Hollywood 
; >i Hollywood Holt is 
actually from Chicago, but the MC 
has enough swagger to put LA to 
shame. Luckily, Holt’s steez is of 
the geek variety. This tape features 
drops from a Stephen Hawking 
impersonator, plus the moped 
gearhead anthem “Throw a Kit”— 
bolted over the beat for Rich Boy’s 
“Throw Some D’s.” WHAT’S NEXT 
Debut planned for 2009. 


Artist Izza Kizza 

hosstap BKizzaland wmat’S fresh 

A recent addition to Timbaland’s 
Mosley Music Group label, Izza 
Kizza got his tape mixed by Catch¬ 
dubs, featuring classic Timbo 
beats and a drop from Missy Elliott. 

- (FT ' : . H;s first album hits 
the streets in spring. 
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IS IT MORE INSANE TO CHARGE AN EXTRAVAGANT 
AMOUNT FOR A LUXURY SUV, OR TO PAY IT? 


If something costs more, that doesn’t mean it’s better. And 
to prove it, we created the all-new Ksa Borrego. St offers 
much of what you’d expect to find in a luxury SUV: 

Three rows of seating w/room for seven adults 

Hill Assist Control 

SIRIUS' Satellite Radio 1 

Downhill Brake Control 

5-star crash safety rating 2 

and available features like: 

BLUETOOTH" 3 wireless technology 

Push-button start 3 

Voice-activated navigation system 4 

Rear-camera display 

Widescreen entertainment system 4 

337hp V8 with class-leading towing capacity 5 

and best-in-class 2WD HWY fuel economy 6 

Infinity' 10-speaker sound system with MP3 interface 

All backed by an industry-leading warranty* and 
priced considerably less than you’d expect to pay. 
Because while other car companies might think we’re 
crazy to make a reasonably priced luxury SUV, we think 
they’re crazy not to. Visit kiaborrego.com to enter for 
your chance to win a 2009 Kia Borrego 7 . 




THE 2009 KIA BORREGO 

A NEW KIND OF LUXURY SUV 

starting under $27,000“ 



KIA MOTORS 

The Power to Surprise™ 



100,000 MILE 
WARRANTY’ 


•For limited powertrain warranty details, see retailer or go to kta.com, ’"SIRIUS” is a registered trademark of SiRiUS XM Radio Inc. Service requires a subscription, sold separately (a 
three-month subscription is included with vehicle purchase). Not available in Alaska and Hawaii. For full Terms & Conditions., visit sinus.corn. Government star ratings are part of the 
National Highway Traffic Safety Administration’s (NHTSA’s) New Car Assessment Program (www.safercar.gov). Model tested with standard side-impact air bags (SABs). 3 Limited model 
only - starting Fall ’08, The Bluetooth word mark and logos are registered trademarks owned by Bluetooth SIG. Inc. Any use of such marks by Kia is under license. ^Navigation system 
and widescreen entertainment system not available in combination. 5 Compared to ’08 midsize SUVs. 6 Compared to ’08 EPA hwy estimates for midsize SUVs with V8/2WD. Borrego 09 
EPA estimates are 15 mpg/oty and 22 mpg/hwy with V8/2WD. Actual mileage may vary. **MSRP for LX V6 starts at $26,995 MSRP for EX VS shown with chrome wheels and Premium 
r © i j ii ic 3 I ]© ^ i , , ,• I , > P-cc; ' ■ ■■ y:: r J A.ccAfe , < :■ v y ^ . ) ' _ ^ > r i s ActuY nm I S set i >, ifAWfeir WO 

PURCHASE NECESSARY A PURCHASE WILL NOT INCREASE YOUR CHANCES OF WINNING. LEGAL RESIDENTS OF THE 50 UNITED STATES and District of Columbia. 18 YEARS AND 
OLDER. VOID WHERE PROHIBITED. Sweepstakes ends 12/31/08. For Official Rules, prize descriptions and odds disclosure, visit http://www.borregoexperience.com/win. Sponsor: Kia 
Motors America, inc. Ill Peters Canyon.. Srvine. CA 92606. 























This Is a Skate Park 



Tricked Out 

The new Oslo Opera 
House is much more 
than a temple to the 
vocal arts* lt ? s a palace 
of thrash, with as many 
gnarly facets as the 
best skate parks* Here 
are some key features 
and suggested moves. 
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For years, architects have gone to great lengths to 
protect their buildings from marauding skaters. But 
as aesthetic trends move toward folded planes that 
transition seamlessly from wall to ceiling and back 
to wall, designers have been looking to their former 
adversaries for a lesson in flow. *1 “We have this fasci¬ 
nation with buildings becoming topography,” says Ale¬ 
jandro Zaera-Polo, a partner at London's Foreign Office 



Architects, “and skateboard¬ 
ers have that physical expe¬ 
rience.” So for a park in 
Barcelona, his firm extended 
paving stones up the sides 
of small hills—to shield vege¬ 
tation from salty sea breezes. 
At least that's what it told 
city officials. But skaters got 
the message. The resulting 
quarter-pipe landed on the 
March 2006 cover of Trans- 
world. Skateboarding. 

Architect Zaha Hadid 
shares the love. She wanted 
her Phaeno Science Center 
in Germany to be an all- 
inclusive venue for pedes¬ 
trians arid skateboarders 
alike. Liability issues pre¬ 
vented skate-park designa¬ 
tion—thbugh you'd never 
guess it from the YouTube 
videos of pro skaters “visit¬ 
ing” the museum. “We design 
spaces that are flowing and 
continuous, and—just by 



Upper level 

Acid drop 


Pedestrian ramp Walkway balustrade 

Downhill slalom Switch crook 


coincidence—skateboarders 
look for that kind of continu¬ 
ity,” Dillon Lin, an architect 
(and skater) at Hadid's firm, 
says with a wink. 

And though the new Oslo 
Opera House (shown here) 
was inspired by the image 
of two glaciers colliding, 
the architects at Snohetta 
didn't call on glaciologists 
to help fine-tune the details. 
They enlisted real experts in 
twisted planes: skateboard¬ 
ers. “We spoke to them about 
surface textures and the 
areas they prefer,” architect 
Simon Ewings says. His firm 
followed up the conversation 
with a statement in stone. 

Snohetta used different 
finishes of marble to guide 
skaters looking for rideable 
surfaces. Acoustically 
sensitive parts, like above 
the auditorium, got rough 
marble that's unpleasant 
to wheel over. But other 
areas silently beckon skat¬ 
ers. Surfaces rise up all over 
the place to become ledges, 
curbs, and benches—like 
the jagged facets of a glacier 
(or skate park). One par¬ 
ticularly tempting spot 
is a 3-foot-wide railing of 
smooth stone. Snohetta 
architect Peter Dang is, 
ahem, absolutely sure it's 
skatable. “Just make sure . 
to fall toward the inside,” he 
advises. —Andrew blum 
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print Comic Genius 

In the battle against scientific ignorance, graphic novels may be the only thing that can save us. 


What's the solution to America's crisis in 
science education? More comic books. In 
December comes The Stuff of Life: A Graphic 
Guide to Genetics andDNA, a remarkably thor¬ 
ough explanation of the science of genetics, 
from Mendel to Venter, with a strand of social 
urgency spliced in. "If there was ever a time 
that we needed a push to make science a pri¬ 
ority, it's now," says Howard Zimmerman, the 
book's editor and, not coincidentally, a former 
elementary-school science teacher. "Advances 
in treatments for disease cannot take place in a 
society that shuns science." Zimmerman works 
with the New York literary publishing house Hill 
and Wang, which discovered Elie Weisel and 
has been creating a new niche for itself as one 


of the premiere producers 
of major graphic "nonfiction 
novels” like the war on terror 
primer After 9/11 and the 
bio-comic Ronald Reagan. 

Stuff of Life is the first in 
a series dedicated to the hard 
sciences. The author is Mark 
Schultz, a DC Comics veteran 
and creator of the postapoca- 
lyptic classic Xenozoic Tales. 
The 160-page work, illus¬ 
trated by Kevin Cannon and 
Zander Cannon (improbably, 
no genetic relation), covers 
the regenerative processes 
of DNA, human migratory 
patterns, cloned apples, and 
stem cells. In a rapidly chang¬ 
ing field, it's as up-to-date 
and accurate as possible. 


Schultz, like Zimmerman, 
was attracted by the possi¬ 
bilities of using comics as an 
educational medium. "It's 
not prose, and it's not docu¬ 
mentary film,” Schultz says. 
"It's kind of its own animal.” 
And the graphic novel mar¬ 
ket is drawing in different 
readers than he’s accustomed 
to at DC. "The manga phe¬ 
nomenon,” he notes as one 
example, "is attracting new 
demographics, like younger 
women, who weren’t picking 
up on traditional comics.” 

Not that this is the first 
time comics have been 
enlisted for educational 
purposes. The field goes 
back to the 1940s, when Will 


Eisner turned Army instruc¬ 
tion manuals into graphic 
guides for soldiers. Also, 
there’s Larry Gonick’s Car¬ 
toon Guides of the ’80s, with 
his Cartoon Guide to Genet¬ 
ics being the most obvious 
precursor here. Stuff of Life 
builds on Gonick, updat¬ 
ing his science and employ¬ 
ing a silly yet more effective 
narrative—alien scientist 
Bloort 183 presents a Power¬ 
Point on human genetics 
to his slow-learning leader. 

Up next? Possibly evo¬ 
lution. After all, Zimmer¬ 
man says, "more than half of 
adult Americans think Earth 
is about 6,000 years old." 

—BARRY HARBAUGH 


□ BE! DEC 2008 


























































Create SJw^!^^ ,resence - 

nnnAHhiMU.. , 

create an industry, 
Create social 


SftMte a netwo. 

8 ^tl 

S^<^ , S^ an 

Create oroaress. Create new 

2J- Create 

^roate flexi- 

C^£ES!E£i! ve environment 

interest eraction. Create 

e-commerce, 



Create a community, 

inspire a generation, 

UirtS^^^!? e9, ? tBd ’ statMHhe -art environment 

Wie Middle East and North Afti^Wfe , rBnow^^for^^^^° rStC)flour ' SI1 ' n 


Find us. Join us. Create with us. 

twofour54.com 




\\ 


t 


twofour54 


Abu Dhabi 


ADVERTISEMENT 


The Future of High 
Definition Here Today 

Introducing Canon VIXIA High Definition Camcorders 

Shoot and share HD videos rich in memories, color and clarity with Canon VIXIA High Definition camcorders. 
Sleek, compact and lightweight, these state-of-the-art camcorders combine Canon’s legendary optics and 
exceptional HD quality with the ease and convenience of Flash Memory. 

Your Life. In Focus. Canon’s 70+ years of optical expertise, advanced image processing, superb performance 
and technological innovation seamlessly merge into ultra-sleek, compact, and lightweight camcorders that make a 
big impression. For superb HD image quality featuring bold, lush color and razor sharp clarity, nothing comes 
close to the Canon VIXIA line of HD camcorders. 

Your Memories. In a Flash. Several models in the Canon VIXIA High Definition camcorder line-up feature 
Flash Memory. Why is this important? Because Flash Memory is solid state media, it works without moving 
parts. This distinction means these camcorders are sleeker, lighter, more compact and super stable, so it’s 
far less likely you’ll experience data loss. In addition, they offer you unlimited storage potential. All you have to 
do is replace the SDHC memory card, which comes in different storage capacities. What’s more, transferring 
or sharing your videos is easy and flexible. Just pop the SDHC card into a computer’s memory card reader 
or an HDTV card slot and your videos can go where you want them. 


Full HD CMOS Image Sensor 

Canon VIXIA High Definition camcorders 
capture Full HD 1920x1080 video through 
the Full HD CMOS Image Sensor, providing 
life-like image quality and brilliant clarity. 


Next Generation Image Processing 

The DIGIC DV II Image Processor ensures 
video with true color reproduction, less noise, 
and faster digital image processing. 


24Mbps* Recording 

24Mbps recording - the highest bit rate 
available in AVCHD - provides enhanced 
detail, finer tonal gradation, and improved 
reproduction of moving subjects. 




Optical Image Stabilization 

Whether shooting from a moving car or standing 
in the street, Canon’s innovative SuperRange 
Optical Image Stabilization uses gyro and 
vector sensors to capture clear, steady video. 


Instant AF 

Canon’s groundbreaking Instant AutoFocus 
system achieves instantaneous focus in all 
conditions, whether shooting in high brightness, 
at night or when following a moving subject. 


Multiple Recording Modes 

Aspiring filmmakers can achieve a professional 
film-look by changing the camcorder’s 
frame rate to 24p Cinema Mode. And the 
sophisticated SOP Progressive Mode enables 
users to shoot video optimized for the Web. 


* Available in select VIXIA models. 


Canon 

imaqeANYWARE 















DIGIC 

DVII 





Letyour most spectacular life experiences staythatway. 

Every detail of your favorite memories is preserved with a Canon VIX1A High Definition camcorder. 
Thanks to legendary Genuine Canon optics and our latest HD technology, all of your videos will 
have unmatched image quality. With lusn color and razor-sharp clarity, experience HD to its full 
1920 x 1080 potential. And with 24Mbps* recording, tonal quality and detail will be better than ever 
before. Available in a range of recording formats, including Flash Memory, usaxanon.com/camcorcier 


’Available in select VIXIA models. 

© 20C8 Canon U.S A. Inc. AH rights reserved. 


Shoot. Capture. See. Be HD. 
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Jinsei Ginko 

The LCD on this bank 
is inhabited by a stick- 
figure avatar. He is your 
pet, sort of like a Tama¬ 
gotchi that you have to 
feed ¥500 coins. Making 
timely deposits and 
meeting your savings 
target (up to ¥100,000) 
will determine the 


IkemenBank 

This heart-shaped vault 
is a renai (dating game) 
that lets frugal gals find 
romance while saving 
money. “Ikemen” is Jap¬ 
anese slang for “hand¬ 
some guy," and there 
are five hunky suitors 
to select from: the cool 
dude, the TV star, the 
rich kid, the buff athlete, 
and the sugar daddy. 
Each time a coin is 
inserted, one of the 
dreamboats says things 
like “1 want to smooch” 
or “You really look great 
today” or “Let me give 
you a shoulder rub.” 
Swoon! Fill the bank and 
wedding bells will ring. 




games Change Agents 


Interactive piggy 
banks are saving a 
mint in Japan. 


Since the arcade heyday of Space Invaders and Pac-Man, coin-op 
machines have coaxed kids into forking over their pocket change. 
But once it’s game over, what are you left with? Empty pockets 
and your initials on the high-score table? That won’t buy those Warhammer figurines. Well, 
now one of the hottest toy trends out of thrifty Japan is piggy banks that turn stockpiling yen 
into a game. In 2006, the Tomy company launched its Jinsei Ginko (“Life Bank”), a coin repos¬ 
itory with an electronic version of the board game Life. It was such a hit that today there’s 
a range of increasingly sophisticated banks, tailored for both genders and encompassing 
several genres. Here are a few piggys that are gobbling up the nation’s yen. —Brian Ashcraft 


BankQuest 

Whenever players plunk 
change in this role- 
playing lockbox, the gar¬ 
goyle’s mouth glows 
red and the in-game hero 
gets credit to buy weap¬ 
ons, armor, and even 
health-regeneration 
potions in the village 
shops outside the castle 
walls. The hero roams 
dungeons killing mon¬ 
sters and amassing trea¬ 
sure before he faces 
down the final boss, the 
dastardly spendthrift 
Devil Warudollar (warn 
means “bad”). 


little guy’s profession 
(salaryman? musician? 
president?) and help him 
move on up from a fly- 
plagued flat to a deluxe 
apartment in the sky. 
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RATING 


Introducing The All-New Nissan Maxima 

The 4-Door Sports Car.™ Its wind-tunnel-tested aerodynamic shape, intelligent CVT 
transmission and 290-hp V8 engine give you the performance of a sports car. Its sculpted design, 
spacious interior and advanced technology give you the sophistication of a premium sedan. 
Combine that with the fact that it gets 28 mpg* and the result is pure art. NissanllSA.com 


FRONT* AND SIDE-IMPACT 

CRASH SAFETY 


SHIFT, expectations 
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*2009 EPA fuel economy estimates, 19 city/26 highway. Actual mileage may vary. Government star ratings are a part of the National Highway Traffic Safety Administration’s (N HTSA’s) New Car Assessment 
Program (www.safercar.gov). Model tested with standard side-impact air bags. Always wear your seat belt, and please don’t drink and drive. S 2008 Nissan North America, Inc. 
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i€@w Global Swarming 



The Hollywood 
eco-cfisaster 
flick is making 
a comeback. 
Please, no frogs 
this time. 


I love the movies. I love the environment. I love movies about the environ¬ 
ment, especially ecological-disaster flicks—oh, the hilarity! From the atomic- 
paranoia-fueled Pandora's boxes of the '50s ( Them!, Godzilla ) and the hapless 
"nature's revenge" flicks of the Love Canal era (The Swarm , Piranha) to the 
budget-busting disaster epic (2004's The Day After Tomorrow, best remem¬ 


bered for a scene in which Climate Change implacably pursues Jake Gyllen- 
haal), commercial attempts to put a high-minded, hortatory gloss on schlocky genre cinema are always 


good for a guffaw. My favorite would have to be Frogs, the 1972 "thriller” whose trailer intoned, "Suppose 


nature gave a war... and everybody came?" (That's good, but it should've read, "Suppose Hollywood 
covered aging Oscar-winner Ray Mifland in confused, nonunion amphibians... and everybody laughed?") 


The dopiness of so-called 
ecotainment—environmen¬ 
tally virtuous entertainment— 
rises in direct proportion to its 
message-mongering. In this way, 
it's no different from the Chris¬ 
tian inspirational flick. To be 
sure, many classics prey upon 
our ecological anxieties —The 
Birds, Jaws, and Jurassic Park 
come to mind. But these high¬ 
light the indomitable and inscru¬ 
table brutality of nature, not the 
need for better stewardship of 
a beleaguered planet. They're 
the children of Moby-Dick, not 
Silent Spring. Even in these jit¬ 
tery, post -Inconvenient Truth 
days of rising seas, killer storms, 
and T. Boone Pickens TV spots, 
blockbuster-scale ecotainment 
is still the poseur spawn of Tow¬ 
ering Inferno-style disaster 


matinee andS/Vfrwood-esque 
docudrama. The subject matter 
simply resists Hollywood idiocy: 
Environmental problems are 
complex and holistic, whereas 
mainstream movies thrive on 
conspicuous good/evil dichot¬ 
omies that flatter our binary 
human minds. To oversimplify: 
Nature is Gore-ville; blockbust¬ 
ers are Bush country. 

That said, explicit, heart-on- 
sleeve ecothemes are leaking into 
mainstream movies. Let us avert 
our eyes from the Superfund site 
that was M. Night Shyamalan's 
The Happening (the crazed Clari- 
tin commercial Hitchcock never 
made) to consider the Seuss- 
meets-Kubrick trashscapes of 
Wall-E, the pissed-off pagan 
nature-spirits of Hellhoyll, and 
the water-hoarding, greenwash¬ 


ing Bond villain in Quantum 
of Solace. And there are more 
storms brewing: The Thaw, about 
a deadly parasite unleashed by 
melting polar ice caps; Strays, 
which strands four Americans in a 
clicking-hot Russian nuke-opolis; 
Creature From the Black Lagoon, 
reimagined as a dying-ocean 
parable; and 2012, a world-ender 
from disaster-master Roland 
Emmerich, director of The Day 
After Tomorrow. As the headlines 
worsen and vague notions of fear 
and collective guilt harden into 
urgent, palpable catastrophes, 
the greenocalypse, as a premise, 
looks more and more muscular. 

Before this beefed-up, camp- 
free ecotrend can continue, how¬ 
ever, it must pass its ultimate 
legitimacy test: Keanu Reeves. 
He's starring in a Category 5 envi¬ 


ronmentally minded remake 
of The Day the Earth Stood Still 
—an antiwar-message movie 
from 1951—invading theaters in 
December. Fox has been "trying 
to remake this since the origi¬ 
nal," says screenwriter David 
Scarpa. "Ray Bradbury did a draft 
in 1980." Now that humankind 
has finally generated a worthy 
successor to nuclear Armaged¬ 
don, the studio has pulled the 
trigger. Keanu plays Klaatu, the 
wise alien who, in the original, 
landed in DC with his chaperone, 
the chrome killbot Gort, and 
began counseling against atomic 
brinkmanship with the USSR. 
This time, he's an unearthly 
Earth-firster who chides our 
planet-raping ways—and backs 
up his critique with lethal action 
(Gort again—but updated). 

Retributive genocide—pretty 
ballsy stuff. But it risks putting 
capital-M Message ahead of 
thrills and dramatic fireworks 
—a hazard of ecotainment that 
Scarpa calls the "on-the-nose 
thing." "People don't want to 
be preached to about the envi¬ 
ronment," he says. "We tried to 
avoid having our alien looking 
out over the garbage in the lake 
and crying a silent tear, like the 
Indian in that '70s commercial." 
In the original, Klaatu delivers 
a climactic speech to the world's 
top scientists. Scarpa scrapped 
it: "I don't think audiences today 
are willing to tolerate that." 

Even if the environmental 
threat still hasn't achieved 
silver-screen credibility on a 
par with nuclear devastation 
or even terrorist attack, it's 
gaining. And that gives me hope. 
Hope that the species may sur¬ 
vive to make bad movies about 
tomorrow's man-created crises. 
Hope that well someday remake 
The Day After Tomorrow as a 
campy commentary on our cata¬ 
strophic overabundance of fresh 
air and bluebirds. 

/////////////////^^^^ 

email scott = hrown@wired. com. 
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Just because I 
work hard doesn't mean 
I can't play hard too. 
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NEW INTEL® CENTRINO® 2 PROCESSOR TECHNOLOGY. 

It's got the amazing performance and wireless speed to let you play all the games 
you used to love-from nearly anywhere. Find out more at intel.com/go/centrino 

THE WORLD'S BEST NOTEBOOKS HAVE INTEL® CENTRINO® 2 INSIDE. 



As measured using Photoshop* Lightroom* comparing latest-generation Intel® Centrino® 2 processor technology-based notebooks with comparable frequency first generation dual-core Intel Centrino processor technology 
based notebooks. Actual performance may vary. See http://www.intel.com/go/consumerbenchmarks for important additional information. For more information on why Intel® Centrino® 2 processor technology enables the 
best notebooks visit: http://www.intel.com/performance/ ©2008 Intel Corporation. All rights reserved. Intel the Intel logo. Centrino. and Centrino Inside are trademarks of Intel Corporation in the US. and other countries. 




















ADVERTISEMENT 


A PROCESSOR 

FOR ALL PC PERSONALITIES 

Intel® Centrino® 2 processor technology, composed of a dual-core processor, chipset, and integrated wireless, 
works seamlessly with your notebook for faster performance and greater mobility. With greater wireless 
range, faster performance when multitasking in simultaneous apps, longer battery-life, and richer 
multimedia display, PCs powered by Intel Centrino 2 processor technology are perfect for any personality.' 



All PC users are not created alike. Everyone's got different needs—from the Multimedia Monkey with gigs and 
gigs of MP3 files to store to the Cafe King who requires on-the-go wireless connection. Every PC personality 
wants something different and Intel asked online readers "What kind of PC junkie are you?" and "What superhero 
powers would your ideal notebook PC have?" 

Now, it's your turn to answer—read the PC personality profiles below, check out responses from your peers on 
the next page and visit condenet.com/go/intel to enter for your chance to win an ASUS notebook powered by 
Intel Centrino 2 processor technology. 



The Multimedia Monkey 


Performance is multimedia's 
best partner for managing 
millions of MP3s, HD vids, 
and digital pics. 


The Frequent Flyer 


Wireless and battery-life are 
critical for long layovers and 
airports with one outlet for 
every one hundred people. 




Performance is paramount 
when you're running several 
apps at once. 


Battery-life and wireless 
capability are key when your 
office is the corner coffee house. 



The Gamer 


Performance and form factor 
are fundamental to great 
visuals and real-time gameplay 
experience. 


tea 


The Blogger 


Battery-life and wireless 
are basic needs for posting 
timely twitters updates. 



Intel® Processor Personality Contest—The Prize 

The six lucky online readers profiled in this ad were selected based on the 
originality and creativity of their responses to the questions posed above. 
Each winner received an ASUS notebook powered by Intel Centrino 2 
processor technology. 



NO PURCHASE NECESSARY. For full rules, visit condehet.com/promo/intel. Starts 12:01 AM ET 10/06/08 and ends 


11:59 PM ET 12/31/08. Open to legal residents of the 50 United States/D.C. 18 or older, except employees of Sponsor 
their immediate families and those living in the same household. Void outside the 50 United States/D.C. and where 
prohibited. A.R.V. of six Phase I prizes and two Phase II prizes of $1500 each. Sponsor: Intel. 2200 Mission College 
Blvd., Santa Clara, CA 95054-1549; CondeNet, Inc., 1166 Avenue of the Americas 14th Floor. New York, NY 10036. 


General Disclaimer + System performance, battery-life, power savings, high-definition quality, video playback and functionality, and wireless performance and 
functionality will vary depending on your specific operating system, hardware, chipset, connection availability and rate, site conditions, and software configurations. 
References to enhanced performance including wireless refer to comparisons with previous generation Intel technologies. Wireless connectivity and some features may 
require you to purchase additional software, services or external hardware. See intel.com/products/centrino/index.htm and intel.com/go/ consumerbenchmarks for more 
information on performance, wireless, power savings, and energy efficiency. "Other names and brands may be claimed as the property of their respective owners. 









































































ADVERTISEMENT 


PRESENTED BY 


MEET THE 

INTEL PC PERSONALITIES 

Every day you turn on your PC to power your imagination and explore the world around you. Intel understands your PC is 
an extension of who you are—your passions and your dreams turned into reality. Similarly, every PC junkie has different 
needs and different dreams. Read below about the six compelling PC personalities Intel selected as the winners of the “Intel 
Processor Personalities" contest based on their answers. 



The Multimedia Monkey 



My Ideal PC 


Holds tons of multimedia files and has the ability to 
Name. Rodger K. multitask. I write and record music, so it must also be 

able to handle the latest recording software. Above and 
State. Ca i ornia beyond that, it would be equipped with tons of RAM, built 

^ tough, light, thin, sleek, be quiet, fast, and good looking (I 

Requires: Performance prefer b|ack charcoa| grey) 

Did You Know? Equipped with unrivaled CPU performance, Intel Centrino 2 processor 
technology provides up to 90% faster performance on intensive multimedia applications like 
HD video encoding 1 . 

Recommended Hardware: ASUS M70V—The M70V is like a portable movie theatre thanks to 
its spacious 17" display, Blu-ray drive, terabyte of storage, and Dolby Home Theater-certified 
speakers by Altec Lansing. It even has soft-touch media control buttons embedded in the easy- 
to-use touchpad. 



Name: Camilo A. Combines the power of a fearsome foursome—wireless 

to reach far especially at the airport, speed, coupled with 
State: New York intelligence and flexibility. And, as mobility is key. I'll need 

a powerful, quick, light PC with extra-long battery-life. 

Requires: Battery-Life, Wireless 

Did You Know? Intel Centrino 2 processor technology offers an optional 30-watt processor that 
enables thinner and lighter notebooks without sacrificing battery-life. So whether you're on a 
plane or on the beach, you'll have the battery power you need to enjoy DVDs, hours of music, the 
coolest games, or back-to-back-to-back episodes of your favorite pre-recorded TV show. 

Recommended Hardware: ASUS U6V-Elegant and ultra-portable with a svelte chassis that 

tor'll iHqc loathor.arlnrnoH nalm roctc a ro^nr.+hin I PH harHit Hicnlaw anrl Hi ial hat+orioc cn \/m I ran 





Name: Luke L. Possesses telepathic and telekinetic powers. It comes 

with the ability to support a screen resolution of 
State: Iowa 1 920x1200, features a graphics accelerator, multicore 

processor, and more gigs of RAM than I can count on 
Requires: Performance, Form Factor Qne ^ anc j 

Did You Know? With optional mobile Intel Graphics Media Accelerator 4500MHD, experience a new 
breakthrough in mobile performance with Intel Centrino 2 processor technology, offering over 3x 
better 3D graphics performance 2 to deliver a rich, realistic immersive experience with games. 

Recommended Hardware: ASUS G50V—The G50V is loaded with features gamers love, including 
an Intel® Core™ 2 Duo processor and Discrete Graphics Engine (DGE), along with a secondary OLED 
display, dual hard drives, and interactive LED lighting. 


__ -d uaH arelnter C en tf ln c i*— 

processor technology based notebooks. Actual performance may vary. See intelxom/consumerbenchmarks for important additional information 2) As measured by 3DMatk - 08 comparing latest generation Inter 
Centrino’ 2 processor technology-based notebooks including Intel Graphics, with first generation duakore Intel Centrino processor technology based notebooks. Actual performance may vary. See intetcom/ 
go/consumerbenchmarks for important additional information. 3) As measured using Photoshop* lightroom* comparing latest generation comparing Inter Centrino* 2 processor technology-based notebooks 
with comparable frequency first generation dual-core Intel Centrino processor technology based notebooks. Actual performance may vary. See wwwmtel.com/go/consumerbenchmarks for important additional 
information. 4) Up to 2x greater range and up to Sx better performance (compared to 802.1 la/g) with Intel’ Centrino’ 2 processor technology enabled notebooks Actual results may vary based on your specific 
hardware, connection rate, site conditions and software configurations See inteUsxn/performance/mobae/wirelessindexhtml for more information. Wireless N standard currently not available in all countries 
Check with your PC and access point manufacturer for details 
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YOUR CHANCE TO WIN! 

No matter your PC personality, you can experience a breakthrough in mobile performance 
with Intel® Centrino® Z processor technology. Tell us about your PC personality and enter 
for a chance to win a notebook powered by Intel Centrino Z processor technology. 

Visit condenetxom/go/intel —° 


The Multitasker 



The Cafe King 



The Blogger 



Name: Kristen W. 


State: Maryland 


Requires: Performance 


My Ideal PC 


Has the ability to live forever (battery-life), shrink in size 
(lightweight) and live underwater (waterproof). On top of 
that, it would be multimedia-ready, faster than the speed 
of light, have a long-life battery, great sound quality, be 
small in size (fits in my brief case), and be pretty;) 


Did You Know? The next generation of mobile multitasking has arrived with Intel Centrino 2 
processor technology, offering up to 50% faster performance when multitasking 3 . 

Recommended Hardware: ASUS N50V—The N50V is ready for both work and play, and 
features ASUS' Express Gate quick-boot environment for instant Web access, SmartLogon face 
recognition for enhanced security, and a scratch-resistant chassis. 



Name: Dennis M. 


State: Florida 


Requires: Battery-Life, Wireless 


My Ideal PC 


Connects to the Internet in a single click—anytime, 
anywhere. I'd love my notebook to be more powerful than 
a mainframe. It would have a super-fast processor, mega 
memory, copious disk storage, awesome graphics, amazing 
sound, DVD-RW, at least 4 USB ports, and a large display 
with crisp detail. On top of all that it would be lightweight, 
rugged, and dependable. 


Did You Know? With next generation wireless technology, Intel Centrino 2 processor technology 
gives you up to 2x greater range and up to 5x better wireless performance 4 , and is designed for 
longer battery-life to keep you connected. 

Recommended Hardware: ASUS F6V—This slim 133" notebook is potent and packs an 
integrated webcam, Wireless Draft N and Bluetooth, and a Discrete Graphics Engine (DGE) for 
maximum performance. 


Name: Susan H. 


State: California 


Requires: Battery-Life, Wireless 


My Ideal PC 


Has the power to transport me to places I've never 
gone before and learn new things to help me appreciate 
the world and people around me. Of course, while I'm 
there I would require a fast processor, lots of memory, a 
widescreen with great built-in sound and camera, durable 
keyboard, 3 USB ports and multiple-connectivity. 


Did You Know? With next generation wireless technology, Intel Centrino 2 processor technology 
gives you 2x greater range and up to 5x better wireless performance 4 , and is designed for longer 
battery-life to keep you connected. 

Recommended Hardware: ASUS M50V—Sleek 15" notebook with a comfy, full-sized keyboard, 
blazing-fast high-speed Draft N wireless and a built-in 1.3MP webcam. Plus, ASUS' exclusive 
Express Gate quick-boot environment, so you can boot up and post to your blog in seconds! 

To buy your ideal PC powered by Intel® Centrino® 2 processor 
technology, visit amazon.com/asus-intel. 




























































































In a holiday hurry? 
With me inside, 
you can speed ahead. 


THIS HOLIDAY SEASON, GIVE THE GIFT OF FASTER PERFORMANCE. 

Get up to 24-month no-interest financing and free shipping when you buy a notebook 
with your Amazon.com Store Card. For details and deals, see amazon.com/centrino2 

GREAT COMPUTING STARTS WITH INTEL INSIDE. amaZOn.COITI 



Performance measured using Photoshop* Lightroom* comparing latest-generation Intel® Centrino® 2 processor technology-based notebooks with comparable frequency first-generation dual-core Intel Centrino 
processor technology-based notebooks. Actual performance may vary. See http://www.intel.com/go/consumerbenchmarks for important additional information. ©2008 Intel Corporation, All rights reserved, Intel the 
Intel logo, Centrino, and Centrino Inside are trademarks of Intel Corporation in the U.S. and other countries. Offer valid through Feb 24,2009 and is subject to change without notice. No interest and no payments if 
paid in full in 12 months or 24 months when you purchase qualified computers using the Amazon.com Store Card. Applies only to products sold by Amazon.com. Does not apply to products sold on Amazon.com by 
third-party sellers. 1 -Click and phone orders do not apply. Additional restrictions apply. See amazon.com/centrino2 for more details. 
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SHOOT, SAVE AND SHARE-ON THE FLY 

ONLY STORM HAS THE TOP-RATED FLICKR UPLOADER™ BUILT RIGHT IN. WITH ONE-CLICK CONNECTIVITY, 

YOU CAN UPLOAD, STORE OR SHARE YOUR PHOTOS AS FAST AS YOU SHOOT THEM. HERE’S HOW IT WORKS: 

1 . No need to download images to a computer before uploading to Flickr. Simply click Select Upload from Storm's device 
menu and photos are automatically transferred. 

2 . Once the images are in your free Flickr account, you can easily edit them to highlight their best features—or eliminate 
the goofs, slips and unfortunate mistakes that sometimes occur. Got red eye? Get rid of it in a flash. Hate that guy in the 
background? Get rid of him, too. Bad framing? Get creative and crop your pix any way you want. It's your show. With 
Flickr, you can organize photos into collections, tag them and save or share them with friends and family. 

; Wmw j&MM 

3. Because Storm enables you to automatically append geotags with location information, anyone who views your photos 
will know where in the world you were when you took them. 


TOUCH & CLICK 

A touch screen that allows you to be as accurate as ever. 

Only Storm provides audible feedback whenever you activate 
any of its functions. Type as fast as you want—Storm tells you 
you're on track, even when you're on fire. Storm's click-through 
technology lets you be as accurate as ever. Hits, not misses. 
Clicks, not guesses. 

REALTIME, REAL SHARP 

Storm gives you full multimedia capabilities—videos, music, 
games and more. Let Storm entertain you on the go. Get 
sharper images and widescreen clarity on the most brilliant 
screen ever put on a BlackBerry. And, it's got an easy-to-use 
3.2 Mega Pixel camera for crystal clear images. No BlackBerry 
takes a better picture. Period. 


CLARITY ON DISPLAY 

Diamond-bright display, glass-smooth to the touch, with 
icons that provide instant audible feedback. Go ahead—click 
for yourself. Experience a touch-screen that tells you you're on 
target. Click to call up Web pages in super-sharp HTML with 
full-color photos and images intact. Click to message. Click to 
phone. Click to go. 

GLOBAL 3G 

Stay connected across the globe. Check out your favorite 
sites, watch streaming video, and navigate the Web at fast 
3G speeds for desktop browsing on the go. Cut the cord to 
your computer and leave your laptop behind. Storm gives 
you freedom, and Verizon Wireless has America's most 
reliable wireless network. 


LEARN MORE ABOUT THE BLACKBERRY STORM, ONLY FROM VERIZON WIRELESS, 

AT T /STORM 

Subject to Customer Agmt & Calling Plan. Device capabilities: Add'l charges & conditions apply. Coverage not available everywhere. 
Research in Motion, the RIM logo, BlackBerry, the BlackBerry logo and SureType are registered with the U.S. Patent and Trademark Office 
and may be pending or registered in other countries.These and other marks of Research in Motion Limited are used under license 


ADVERTISEMENT 


INTRODUCING: 

THE BLACKBERRY 




: : : BlackBerry Storm 



veri onwireless 


VERIZON WIRELESS INTRODUCES THE BLACKBERRY® 
STORM™ 9530 SMARTPHONE, THE WORLD'S FIRST 
TOUCH-SCREEN BLACKBERRY. INCREDIBLY COOL. 
UNBELIEVABLY FAST. ALL WITH THE SECURITY THAT 
COMES WITH OUR NETWORK. AMERICA'S LARGEST 
3G NETWORK, VERIZON WIRELESS. TAKE A LOOK 
UNDER THE HOOD AT THE STORM'S KEY FEATURES. 


THE SHAPE OF THE FUTURE 

The sleek, smooth shape of the future, here today. This Storm 
is your ticket to 3G connectivity. There has never been a touch¬ 
screen cell phone like it. Only Storm has RIM's legendary 
dependability and standout features like built-in VZ Navigator*’ 
capability (so you can pinpoint your location or your destination). 
You'll be blown away by this Storm. 


Proud Sponsor: EJiEJeB 
STORE 
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EVENTS & PROMOTIONS 




YOU NEED THE SPEED 
OF NORTON 2009. 

BLAST OFF WITH NORTON 
AND YOU CAN WIN A TRIP 
TO SPACE. 


Introducing the revolutionary Norton 
Internet Security 2009. Intelligent security 
that won't slow your system down. Now 
you can experience being fast, light and 
weightless, just like the new Norton 2009. 

Enter the Blast Off with Norton Sweepstakes 
today for your shot at a trip to space. 

Visit norton.com/space 

SMART SECURITY, ENGINEERED FOR SPEED Norton 

from Symantec 


SMART. SOPHISTICATED. 
DANGEROUS. 

HTC TOUCH DIAMOND™ 


Come check out the all-new HTC Diamond 
from Sprint at the fourth annual WIRED 
Store. The HTC Diamond allows you to 
put out a client fire on the fly, revise 
architectural bids or send out a screenplay 
—from nowhere near home or work. Sales 
call or romantic restaurant, the turn-by-turn 
GPS Navigation untangles a rat's nest of 
city streets. The touch screen vividly shows 
the "business-related" videos you send 
to coworkers. And the QWERTY lets you 
rip through secure corporate and personal 
email. Get it on the Now Network.™ 

Learn more about the HTC Diamond and 
the WIRED Store at wired.com/promo/ 
wiredstore. 




THE BEST RPG 
OF 2007 

IMPROVED, ENHANCED AND 
EXPANDED 



Assume the role of The Witcher, Geralt, 
a legendary monster slayer caught in a 
web of intrigue as he battles forces vying 
for control of the world! Make difficult 
decisions and live with the consequences 
in a game that will immerse you in an 
extraordinary tale like no other! Dive in and 
find out why more than a million people 
around the world are already playing! 

Winner of over 90 Critical Awards! Packed 
with exciting extras including: 

> New Adventures 

> Adventure Editor 

> Making-of DVD 

> Two Music CDs 

■ Short Story and More! 



Strong Sexual Content 
Strong Language 
Violence 
Blood and Gore 
Partial Nudity 


Visit thewitcher.com 


ATARI 


CDPR&JEKT- 


Powered by 

BiOWARE' 

»urontSST»nain» 


The Witcher © 2008 CD Projekt Sp. z o.o. All rights reserved. The 
Witcher and The Witcher logo are a trademarks of CD Project sp. 
z o.o. All rights reserved. BioWare, the BioWare Aurora Engine and 
the BioWare logo are trademarks of BioWare Corp. All rights re¬ 
served. NVIDIA, the NVIDIA logo, GeForce and "The Way It's Meant 
to be Played" logo are registered trademarks and/or trademarks of 
NVIDIA Corporation in the United States and other countries. All 
rights reserved. Based on the works of Andrzej Sapkowski. Manufac¬ 
tured and marketed by Atari, Inc., New York, NY. Atari and the Atari 
logo are trademarks owned by Atari Interactive, Inc. The ESRB rating 
icons are registered trademarks of the Entertainment Software As¬ 
sociation. Software platform logo (™ and ©) I EM A 2006. Windows 
and the Windows Vista Start button are trademarks of the Microsoft 
group of companies, and 'Games for Windows' and the Windows 
Vista Start button logo are used under license from MierosoftAI! 
other trademarks are the property of their respective owners. 




































THE ONES WE LOVE 

THESE 10 PRODUCTS 
BORN IN 2008 
HELPED US FORGET 
DANGEROUS LAME 
DUCKS AND OUR 
VANISHING 401(K)S. 


Not every gadget needs a carnival of features. Take the Peek, which 
tackles just a single task: mobile email. No phone, no browser, no cam¬ 
era—and no apologies. It won’t satisfy convergence-rabid smartphone 
fetishists, but for the rest of the world (i.e., the majority of it), this one- 
trick pony is a godsend. In terms of looks, its slim profile stands up 
to the big boys. But the real treat is the interface. Instead of forcing 
you to wrestle with laborious setup menus, the Peek asks for a name, 
email address, and password. That’s it. Message from your Comcast, 
net account* 3 Done. Gmail, Hotmail, and other webmail accounts? No - 
.sweat Peek has an army of techies behind the curtain to handle the 
digital diplomacy that makes their device work flawlessly with every 
major email purveyor —and quite a few minor ones. It runs on T-Mobile’s 
massive cellular network, so even the most itinerant technophobe can 
ds< ton the go $100. plus $20 per month—Terrence Russell 











For 35 years. Sharp has been devoted to LCD innovation. Our history 

is unquestioned. We were the first to introduce LCD 
technology in a calculator. We evolved the LCD into a 3" TV, 
and a TV you can hang onto a wall. We were the pioneers 
who gave America full HD IQBGp in an LCD TV and 
we created the largest LCD display ever at 108" Class 
(107 17/32" diagonal). Why would you want to choose any 
other company for your LCD TV, well, that’s a good question, isn’t it? 


■ ■■■ 
mmmm 


WHY NOT CHOOSE AN 
LCD TV FROM A LEADER 
IN LCD INNOVATION? 


AQUOS 9 


CHANGE YOUR TV / CHANGE YOUR LIFE 


OFFICIAL Sharp Corporation. Screen image simulated. Major League 

UftTlf ** baseball® trademarks and copyrights are used with permission 
HD TV of Major League Baseball Properties. Inc. Visit MLB.com. 


LifeChangingBox.com 
















Optional features shown. 
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Carl Zeiss 


optical 4> 


Sony Cyber-shot DSC-T700 



































Introducing printers that put you completely in control. Control of your workflow 
with web-based remote management and printer status monitoring systems. 
Control of your costs with a toner save function and low total cost of owners! 
Control operations with an intuitive interface, simple jam recovery, 
animation based troubleshooting guide. Samsung printing soluti 
where it belongs...at your fingertips. For more informatioi 
or visit www.samsung.com/businessprinter 

































Nerf N-Strike Recon CS-6 


KEEP ONE IN YOUR DESK DRAWER AND THOSE 
HOOLIGANS FROM ACCOUNTING WILL NEVER 
EVEN LOOK AT YOUR PARKING SPACE AGAIN. 








© 2008 Masco Corporation of Indiana 



MAGNETIC NORTH HAS GUIDED 
TRAVELERS FOR CENTURIES. 


OUR MAGNETIC DOCKING FAUCET, 
HOWEVER, IS HAPPY TO STAY 
WHERE IT BELONGS. 


Goes far when you need it, stays put when you don’t. It’s the Delta® faucet 
with MagnaTite™ docking and it's a new solution to an age-old problem. 
With a powerful magnet built into its pull-down spray head, there’s no 
need to worry about it staying docked when it’s not in use. It’s one of 
the many ideas that make a Delta® faucet more than just a faucet. 


ALLORA® 


deltafaucet.com/magnatitefaucet 





Brammo Enertia Limited Edition 




The electric vehicle is a cool idea too often poorly executed. Today s 
'.batteries don’t have the oomph or range to be practical—unless you 
-drop TOO grand for a Tesla. That’s why Brammo's gearheads started 
with motorcycles, they’re so light that even readily available batteries 
can make one commute-worthy. The 285-pound Enertia is proof of 
that. At its heart is a lithium-iron-phosphate power cell designed to be 
as safe as it is efficient. “A plasma fire is not something we want to 
, see,” company founder Craig Bramscher says. The Enertia charges in 
. just over three hours and is good for 45 miles. The 13-kW motor silently 
propels the electro-cycle to 30 mph in 3.8 seconds—quick enough 
. to beat'that cab away from the light—and to a top speed of 53 mph. 
Brammo hasn’t created a highway-ready monster (yet), but Bramscher 
takes heart in what his creation can do: The electric motor’s instan¬ 
taneous torque is perfect for wheelies. $15,000 —Chuck Squatrigtia 


THE ELECTRIC 
MOTOR’S 
INSTANTANEOUS 
TORQUE IS 
PERFECT FOR 
WHEELIES. 


10 BEST 




- - . 










Frame the holidays with the perfect gift. 


The holidays are Mom's favorite time of year. She loves having everyone together, but some of the grandchildren 
won't be able to make it this time. It won't be the same without them, so I pre-loaded a digital frame with our 
favorite holiday pictures and gave it to Mom. It was the perfect gift! Even though everyone can't actually be 


there, her home is still filled with warm memories. 



Stunning Picture Quality. 
Easy to Use. 

Enjoy the KODAK EASYSHARE M1020 Digital 
Frame's high-quality viewing screen along with 
Kodak's unique Quick Touch Border for easy 
control of your frame. 


‘According to the NPD Group's retail tracking service Jan-May 
2008 (based on units and dollars sales). 

Simulated images. 

© Kodak, 2008. KODAK and EASYSHARE are trademarks of Kodak. 
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Mitsubishi LaserVue HDTV 


ns? Mitsubishi’s 
astonishingly vivid 
is-twice as broad 
nt less energy than 
may sfeenri straight 
sss; unlike most 


THOUGH THIS TV 
MAY SEEM STRAIGHT 
OUTTA SOLARIS , 
YOU DON’T NEED TO 
FEAR ITS NEWNESS. 


JdflsBS* 










Think About It 


IF THE CABIN WERE ANY QUIETER, 
YOU MIGHT BEGIN TO WONDER 
WHERE WE HID ALL THE BOOKS. 


As quiet as the BMW 750i and Mercedes S550. 1 

It’s true: it may just remind you of a library. That’s how 
quiet it is inside the Genesis, Hyundai’s first luxury car. 

Thanks to things like intelligent whisper valves that select 
an alternate exhaust at low speeds to reduce noise, the silence 
inside the Genesis rivals even such touchstones of tranquility 
as the BMW 7 Series. 1 

The Genesis is, however, a lot more exciting than most 
libraries. Case in point: the gas pedal, which can take you from 
zero to 60 in 5.7 seconds (it’s faster than a Porsche Boxster). 2 

And the Lexicon® 7.1 Discrete surround sound system, 3 
shared only with the Rolls-Royce Phantom, means your cabin 
may not stay quiet all that long. Which is good because, after 
all, you can’t read a book while you’re driving. 

> CONTINUED at HyundaiGenesis.com 


Introducing the 375-horsepower Genesis 


<&> HYLHIDRI 


'AMCI-Certified, testing. 2 AMCI-Certified testing with automatic transmissions; Porsche Boxster with Tiptronic S transmission, lexicon Professional is a subsidiary of Harman International Industries. Hyundai is a 
trademark of Hyundai Motor America. All rights reserved. ©2008 Hyundai Motor America. 










THIS GIZMO MEASURES SOIL 
CONDITIONS, SUNLIGHT, 
TEMPERATURE, AND HUMIDITY, 


Those cacti on your windowsill don't deserve to die. Even if you regularly 
fail at horticulture, the EasyBloom can help. Just leave it in your proposed 
planting area for 24 hours, either stuck in the dirt or propped up in its 
cradle, then plug it into your computer’s USB port. The gizmo measures 
soil conditions, sunlight, temperature, and humidity, comparing the 
results with an online database to recommend species that will thrive 
there. And should the weather be wacky that day, the EasyBloom is 
smart enough to check the National Weather Service for local averages. 
Your data is stored online for quick reference. If you've already killed 
everything in the garden, plunk the sensor down in your little Death Valley, 
set it to Monitor mode, and let it tell you what you’re doing wrong. But 
here’s a tip: If you find yourself running the autopsy repeatedly, it could 
be something basic. You do have to water the crops, you know. The 
EasyBloom can’t do everything for you. $60 —Elizabeth Livengood 





Dell’s lightest business 
laptop ever 


NEW LATITUDE™ 

ULTRA-PORTABLES 

Latitude™ ultra-portable laptops offer style, substance, 
and choice. With a starting weight of 2.2 lbs* and a 4-cell 
battery, the E4200 is Dell’s lightest business laptop ever. 
Featuring the amazing performance and breakthrough 
energy-efficiency of the Intel® Core™2 Duo Processor. 


Let Dell work harder for you. 
800.876.7661 or visit DELL.COM/SMB 


Call: M-F7a-8p, Sat 8a*5pC1. ‘Offers subject to change, may not be combinabie with ail olher offers. Taxes, shipping, handling, and other 
fees apply. U.S. Dell Small Business new purchases only. ilHII 5 DISCOUNTED OR PROHOTIONAl ITEMS PER CUSTOMER. Dell reserves the 
right to cancel orders arising from pricing or other errors. Laptop Weight: Varies based on configurations and manufacturing variability, 
laptop Battery life: Based on lab testing. Varies by configuration, operating conditions and other factors. Maximum battery capacity 
decreases with time and use. Core Inside. Intel, Intel logo, Intel (ore, Intel Inside and Intel Inside logo are trademarks of Intel Corporation 
in the U.S. and other countries. Microsoft and Windows are trademarks or registered trademarks of Microsoft Corporation in the United 
States and/or other countries. 


Dell recommends 


Windows Vista® Business 


















Voodoo Envy 133 


Ultralight notebooks come dressed to impress, but most disappoint when it’s time ' 
to roll up the sleeves and get to work. Not the Voodoo Envy 133, a glossy black 
Kubrickian slab of awesomeness that makes other ultralights weep from their USB 
ports. Encased in carbon fiber, the Envy is just 0.7 inch thick and weighs 3.4 pounds 
when outfitted with a solid-state hard drive. Its looks will induce pangs of jealousy 
in the boardroom; back in the hotel room, the Envy proves that it’s not just a pretty 
face. Even the base model rocks the tiny-team roster with a 1.6-GHz Intel processor, 
2 gigs of RAM, swappable battery, LED-backlit display, and the widest array of 
ports—HDM1, eSATA, and ExpressCard—in its Class. Like most of the svelte set, the 
Envy is heavy on wireless (802.11n, Bluetooth), but wired users aren’t locked out. 
Since the case is thinner than an Ethernet jack, Voodoo built the connector into 
the power brick, which generates a dedicated wireless link with the computer. An 
instant-on OS lets you surf the Web or make Skype calls without booting up Win¬ 
dows. It all adds up to one drool-worthy package. $2,099 and up —Christopher Null 



A GLOSSY BLACK KUBRICKIAN 
SLAB OF AWESOMENESS THAT 
MAKES OTHER ULTRALIGHTS 
WEEP FROM THEIR USB PORTS. 










When a tv can adjust to a 

DIFFERENCE IN LIGHT, LIFE'S GOOD. 



Introducing the LG70 Series with Intelligent 
Sensor technology that uses 4,096 sensing 
steps for superior picture quality customized 
to your surroundings. Which means an 
enhanced viewing experience tailored to 
the light in your room, as well as potential 
energy savings. And with Full HD IQBQp and 
120Hz technology, television doesn’t get 
any better than this. www.LGusa.com/LG70 


#LG 


Life’s Good 


© 2008 LG Electronics U.S.A., Inc., Englewood Cliffs, NJ. AH rights reserved. LG "Life's Good" is a 
registered trademark of LG Corp. 




















Garmin Edge 705 Cycling Computer 


THE 705 OFFERS 
MORE DATA- 
CUSTOMIZATION 
OPTIONS THAN 
A CROOKED 
ACCOUNTANT. 


At wired, we love cycling almost as much as we love melting the chrome 
off passing cars with our high-powered laser. Almost. But even the 
combustion crew couldn’t help raising an eyebrow at Garmin's top-tier, 
GPS-enabled cycling computer. This Tour-worthy unit tells you not 
only where you are but—thanks to heart rate, distance, and elevation 
tracking—exactly how you got there. The 2.2-inch color screen is 
as easy to read in the noontime glare as a sundial and offers more data- 
customization options than a crooked accountant. The Edge plays nice 
with wireless power meters to let you monitor the wattage you’re gen¬ 
erating while you pedal. It even lets you beam saved routes to other 
nearby 705 users. Optional street maps ensure that you can always find 
your way around town. So program this into your new Edge: 520 Third 
Street, San Francisco. Just don’t roll up on some chromed-out fixie, 
because not even the 705 can see Lazor coming. $500 —Mathew Honan 

















See 12,000 movies and TV episodes, out of the blu. 


THE WORLD'S FIRST BLU-RAY DISC PLAYER THAT STREAMS FROM NETFLIX - INSTANTLY. 



Introducing th eMBtWOWk Blu-ray Disc Player by LG. Get unlimited instant access 
to over 12,000 Netflix movies and TV episodes with subscription (free trial available).* Plus, 
Full HD IQSQp resolution and 1080p upscaling make it the ultimate Blu-ray Disc player. 
Just remember to blink. 



www.LGusa.com/bluray 



LG 

Life's Good 


* On most plans. Subscription sold separately. Free trial offer may end at any time. Movies and TV episodes appear in standard definition and do not include many new releases. 

© 2008 LG Electronics U.S.A., Inc., Englewood Cliffs, NJ. All rights reserved. LG "Life's Good" is a registered trademark of LG Corp. All other trademarks are the property of their respective owners. 
























PLUG-IN HYBRID 

A longer battery charge 
will allow you to travel 
further on less gas. 



PRE-CRASH SAFETY 

Advanced warning 
systems that could 
help avoid accidents. 













TOYOTA 

toyota.com/whynot 


WHY NOT? It's the kind of question that inspires us to keep working toward 
our goal — building future vehicles that fulfill the needs of our drivers while having minimal 
impact on the environment. Our philosophy is to pursue technologies that minimize the negative, 
maximize the positive and, in the end, humanize mobility. Because we believe that technology 
is only truly advanced, if it advances the lives of the people using it. 


CAN THE CAR OF THE FUTURE 
CREATE A BETTER FUTURE? 












Roku Netflix Player 
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At the start of 2008,' the Web-streamed movie experience still felt like 
a half-baked preview of its potential. Digital delivery required expensive 
hardware, and you paid extra for each rental (cough, Apple TV ... cough, 
Vudu). It wasn’t the future we’d hoped for. Then came Roku’s Netflix 
Player, the $100 video box that could summon more than 15,000 titles 
at no charge for Netflix subscribers. It was a revelation, wherein we 
learned what streaming video was supposed to fee! like: nothing. That 
nothing changed everything. So go ahead, tear through all four seasons 
of The Office on a whim (followed by the original British version for 
good measure). Watch Strays because there’s nobody home to exercise 
a Vin Diesel veto. For movies you can’t stream, you still get your little 
red envelopes. And the same Roku box you love now will support hi-def 
streams when Netflix offers them. This little treasure chest is the real 
thing, straight from the all-digital future. $100 —John Mahoney 


LEARNED WHAT STREAMING V^DEOWAS 
SUPPOSED TO FEEL LIKE: NOTHING. 
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Smart. 

Sophisticated. 

Dangerous. 




A vivid touch screen, voice-guided GPS, 

Windows Mobile ® 6.1 OS and secure corporate 
email. And it’s all backed by the nation’s largest 
mobile broadband network. Yet another reason 
why Sprint is the *1 wireless provider to business. 
Get it on the Now Network .™ 


Menu 


HTC Touch Diamond 


After $100 mail-in rebate. Phone offer requires 
eligible upgrade (ornew-line activation) with a 
two-year agreement and data plan. 


3 % Windows Mobile 


1-800-SPRINT-1 sprint com/smartphones 


“Largest” claim based on geographic coverage (in sq. miles). “#1 wireless provider to business” claim based on independent survey of corporate-liable users. May require up to a 
$36 activation fee/line, credit approval, deposit and $200 early termination fee/line. 


Phone Offer: Offer ends 1 / 10/09 or while supplies last. Not available at all locations. $349.99 (2-year price) - $100 mail-in rebate = $249.99 (final price). Taxes excluded. No cash back. Requires activation 

at the time of purchase on the same account during one sales transaction. Mail-in Rebate: Requires purchase by 1/10/09 and activation by 1/25/09. Line must be active 30 consecutive days. Allow 10 to _ 

14 weeks for rebate. Upgrade: Existing customers in good standing with service on the same device for more than 22 consecutive months currently activated on a service plan of $34.99 or higher may pQQJS 

be eligible. See in-store rebate form or sprint.com/upgrade for details. Pricing, offer terms, fees and features may vary for existing customers not eligible for upgrade. Other Terms: Offer and service plan vjx 
features not available in all markets/retail locations or for all phones/networks. The Nationwide Sprint Network reaches over 262 million people. The Sprint Mobile Broadband Network reaches over 248 S i X. 
million people (including data roaming). Coverage not available everywhere. Not combinable with other discounts. Other restrictions apply. See store or sprint.com for details. ©2008 Sprint. l on drivm B 






















DID YOUR 5-YEAR-OLD 
REALLY DROP YOUR 
DIAMOND RING DOWN 
THE SINK—OR PAWN IT 
FOR FRUIT ROLL-UPS? 









The Smarter Choice. 


Plan A is the ability to print in color. 
My plan is to do it fast and affordably. 


Network Ready Color Laser Printer Color Laser Digital Copier/Printer Color Laser All-in-One 

Starting at $399"* Starting at $499"* Starting at $599"* 


Welcome to Plan B from Brother." The smarter way to print business documents in color. Our full line of color laser 
printers and all-in-ones gives you more of the features your business needs. Whether it’s the 21 ppm 1 maximum color 


and monochrome printing speeds you want. Or network compatibility, large paper capacity and high-yield supplies 
you require. Get them all with the affordability and value Brother is known 
for. It's a combination that's definitely not Plan A. So make the smarter 
choice - Plan B from Brother. Visit us online at www.brother.com 


brother. 

at your side 


Available at: Staples, Office Depot, Office Max, Best Buy, Fry’s Electronics, Costco.com, Microcenter, J&R Computer World, CDW, Insight, PC Connection, 
PC Mall, Zones, Quill, PC Nation, TigerDirect.com, Provantage.Amazon.com, Buy.com, Newegg.com and other fine resellers. 


♦Estimated street price may vary, "pages per minute. 


© 2008 Brother International Corporation, Bridgewater, NJ 
Brother Industries, Ltd. Nagoya, Japan 




















































New Gillette Deep Cleaning Shampoo 

Charged ions power away dire and oil for 
a clean that lasts all day. 






TOD’S CARTELLA COMPUTER BAG $1,600 


THE ULTIMATE GIFT: 

A GREAT BAG PACKED WITH 
THE BEST MOBILE GADGETS 
SEE IT ALL INSIDE. 


J‘ 




























CALLPOD CHARGEPOD 

$40 {BASE UNIT) 


SIGG 0.4L TRAVELER BOTTLE $18 


, 




MONSTER SCREENCLEAN 
CLEANING FLUID $10 


IQUA 603 SUN SOLAR- 
POWERED HEADSET $100 


HflPTCP COMPUTERS T 


LENOVO IDEAPAD U110 
LAPTOP $1*899 


You will never catch us yawning at an airport gate. You won’t find us 
desperately rereading the in-flight magazine, and we never... ever... 
cross the thresholds of hotel business centers. We are the quarter¬ 
masters in the battle to stay connected, productive, and entertained 
—and we do not travel unprepared. As wired gadget editors, we make 
it our mission to see every new product. As avid gadget-fiends, we 
make damn sure that the best of them end up in our personal arsenals. 
This is our current must-have list, the gear we reach for whenever an 
eticket pops into our remotely accessible inbox. —Joe Brown 
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H 20/08 and ends H 59 AM ET 2/2/09. Open to legal residents of the 50 United States/D C 18 or older, except employees of Sponsor, their immediate 
outside the 50 United States/D C and where prohibited ARV of prize: $8,560 Sponsor The Conde Nast Publications 4 Times Square. New York NY 10036 
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PHIATON MS 400 
HEADPHONES $249 


CANON POWERSHOT 


BUFFALO SHINOBI 
HARD DRIVE (60 GB) 

$17© 


SPRINT MERLIN EX720 
MOBILE BROADBAND CARD $100 


SONY PRS-700 E-READER $399 


SEARCH 


MONSTER OUTLETS TO GO 
3 USB POWER STRIP $3© 


OLIVER PEOPLES 
VICTORY 58 SHADES $450 


MANFROTTO MODOPOCKET 
CAMERA STAND $34 


SNOW PEAK 
TITANIUM SPORK 


NO PURCHASE NECES^ngnio enter and for full rules, go to www.wired.com/wm. Contest begins 12 00 NOON E' 
families, and those livin^Hte same Household. Odds of wmnmg depend on the number of entries received. Void 
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What Pm Wishing For 

Jennifer Prior, Copy Chief 
Chumby $180 

I want to wake up and hug the 
Internet. Please, Santa, bring 
me a Chumby so 1 can have real¬ 
time newsfeeds, weather, to-do 
lists, and more than a thousand 
other widgets at my bedside. 
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Life On BlackBerry 




Connect to everything you love through the power of a BlackBerry® smartphone. 
Phone, email, browser, multimedia and more that fit seamlessly with your life. 


: : : BlackBerry 

©2008 Research In Motion Limited. All rights reserved. BlackBerry®, RIM®, Research In Motion®, SureType® and related trademarks, names and logos 

are the property of Research In Motion Limited and are registered and/or used in the U.S. and countries around the world. Screen images simulated. WWW. b 1 3 ckbe r ry. CO m 


































0 





IT HAS A REFRIGERATOR. 

AND MANY OTHER WAYS TO CHILL 


Things are different in here. Yes, there's the refrigerated console: 5 But there's also the skylight lounge 

sensation created by the multipanel Vista Roof.™* The three rows of seats and the limo-like 
second-row legroom. Plus, the seven-color ambient lighting* to set any mood. 

Way cool. Discover the strikingly original Flex at fordvehicles.com. 

Text FLEX4 to 4F0RD (43673) for more info.** ^ 

FtEX ' ~ 


‘ Available feature. ""Standard text messaging and other rates apply. Appropriate charges will appear on your 
wireless phone bill. Service available on participating carriers. 
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Any television can 
change channels. 
This one completely 
changes television. 


A r* 




Introducing the world's first 3mm-thin TV. Leorn about Organic LED technology at sony.com/OLED 


2008 Sony Electronics Inc. All rights reserved. Reproduction in whole or in part without written permission is prohibited. Sony and the Sony logo are 
trademarks of Sony. All other trademarks are trademarks of their respective owners. Feotures and specifications are subject to change without notice. 
Non-metric weights and measurements are approximate. 

o 
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What rm Wishing For 

Joe Brown, Associate Editor 

Campbell Hausfeld VT6319 $505 

My cheap-ass air compressor 
(RIP) was worth every penny- 
arid not a cent more. So now, of 
course, I need a replacement. 
This baby will power the pneu- 


0 0 0 DEC 2008 
























The refreshingly light taste of Li LTRA is now available in the 12oz. slim can. 


95 CALORIES 2.6g CARBS • LIVE LIFE TO THE ULTRA. 


SLEEK. SLIM. SOPHISTICATED. 

THE WHOLE PACKAGE. 


Responsibility Matters 































“Finally, live TV without the TV.” 

instincT 


For all those wrongly imprisoned on the sofa. 


www.IbstihctThePhohe.com 

Now plating: the SAMSUNG INSTINCT. A phone featuring CHANNEL AFTER CHANNEL of LIVE TV. miles from ant COUCH. Also STARRING turn-bt-turn 
GPS NAVIGATION. LIGHTNING-FAST INTERNET and SHOOT-and-SENO VIDEO. ONLY FROM SPRINT and ONLY ON THE NOW NETWORK. 


Also available at: 



© RadioShack. 


Requires activation on an Everything or Talk/Message/Data Share Plan. Coverage not available everywhere. Channels vary. GPS location ability impacted by environment Other restrictions apply. NASCAR® and the 
NASCAR logo are registered trademarks of the National Association for Stock Car Auto Racing, Inc. The NASCAR Sprint Cup Series word mark and logo are trademarks of NASCAR, Inc. and Sprint ©2008 Sprint 
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414-hp V-8 M DCT 
0-60 in 4.5 seconds 
Redlines at 8400 rpm 


BMW 2009 

M3 Sedan 

with M DCTDrivelogic 



bmwusa.com I The Ultimate 

1 -800-334-4BMW I Driving Machine 


The world of shifting has shifted. 



iinHHtfffi 


The 2009 BMW M3 Sedan featuring M Double Clutch 
Transmission with Driveiogic. M DCT' technology enables 
the M3 to shift through its gears seamlessly, without any 
interruption in power. Resulting in an even sportier driving 


experience and smoother dynamics on the most challenging 
roads. It’s just the latest inspired concept from BMW M, 
where vehicles are crafted from the ground up, and nothing 
goes unchecked. Performance. Crafted at BMW M. T V*! 


©2008 BMW of North America, LLC. The BMW name, model names and logo are registered trademarks. -Optional M DCT 7-speed clutchless transmission with manual and automatic modes. 
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The Dunkin’ Donuts logos and trademarks are owned by DD IP Holder LLC. Used with permission. 



solution: 

fresh 


JON L. LUTHER, CHAIRMAN and CEO OF DUNKIN’ BRANDS, put a wealth of food-service 
experience on the table for Dunkin’ Donuts, and it's paid off. Says Luther, “I joined with a 
game plan. The lessons I’d learned made me more courageous and smarter about how to 
run a business. Dunkin’ Donuts was a wonderful coffee chain disguised as a donut shop. We 
shifted the brand emphasis and the perception of who we were.” 


CIT knows your business like Dunkin' Donuts knows how to get 
America running. At CIT, we know that the most powerful competitive 
advantage is insight. Enduring success requires innovative ideas, excep¬ 
tional thinking and access to capital. For over a century, CIT has delivered 
financial, intellectual and relationship capital to great brands and great 
business leaders across a wide range of industries. CIT and Dunkin' 

Donuts have a longstanding partnership that has resulted in more 
than $2 billion in financing to Dunkin’ Donuts' franchisees. Today, CIT 
continues to redefine capital, providing financial solutions and advisory 
services that allow our clients to move ahead with confidence through all 
business cycles. To read customer case studies and learn more about how 
CIT has helped Dunkin’ Brands and its franchisees grow, visit www.cit.com. capital redefined- 



CORPORATE FINANCE TRADE FINANCE TRANSPORTATION FINANCE VENDOR FINANCE 

®2008 CIT Group Inc. CIT, the CIT logo and Capital Redefined are registered service marks of CIT Group, Inc. 
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What Pm Wishing For 

Brian Oustrud, Copy Editor 
Calder Originals 
Electric Guitar Case $5,375 

i still sleep on a futon, but that 
won't cut it for Daddy’s pride and 
joy. My Strat would rest snugly 
in this custom cradle. From the 
leather-bound carbon-fiber shell 
to the hand-painted silk-velvet 
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Samsung SSD Advantages 

Reduced maintenance 
k time and costs 1 


The future of PC storage is now. Samsung SSD 
is helping companies slash their maintenance 
costs by eliminating hard drive crashes and 
reducing downtime. To see how Samsung SSD 
is transforming IT right now, visit samsungssd.com, 


xHj35% better 
Tj performance'* 


9 times more shock 


k 67% more reliability 
») (MTBF) 4 


80% less power 
consumption 5 


SAMSUNG 


1) JDC white paper. Nov. 2007 2; SysMa'k 2007 Benchmark Test 
3* 1500 G/0 5 ms SSD vs 170 G/O.Sms HDD 

4) Reliability Demonstration Tests 5) 0.4 watts SSD vs 2.0 watts HDD 

Actual performance wilt vary based on configuration, usage and operating conditions. 
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The Cross Section 

Saab took the concept of all-wheel drive and 
turned up the volume when it developed 
Saab XWD, an innovative cross-wheel drive 
technology. What does it mean for you? 

It means you're in for the ride of your life. 
Here's how it works. 





EBBS 


Saab XWD technology is available on select Saab vehicles. To find yours, visit saabusa.com 


The torque transfer device (TTD) 
distributes torque between the front 
and rear axles. The Saab Turbo X's 
elSD allows variable torque transfer 
between the rear wheels. 

What does it mean? 

The Saab is essentially doing a 
waltz with the road, responding to 
its every move with a graceful (yet 
powerful) reaction. 


E3&B 

The electronic control unit (ECU) 
is the brains of XWD. ECU collects 
information continuously from Saab 
vehicle systems to sense driver 
intentions and changing vehicle 
state. It can distribute torque in 
fractions of a second, receiving 
updates from more than 20 sensors 
100 times every second. 

What does it mean? 

The vehicle knows it's sliding before 
you do — and it does something 
about it. 


These XWD components can change 
the torque distribution continuously 
without waiting for wheel slip to 
occur. The result is better handling, 
improved stability and a sportier 
driving experience in all conditions. 
Select Saab models can be 
equipped with Saab XWD. 

What does it mean? 

You get sports car power and 
performance exactly when and 
where you need it most. 


85% 


Born From Jets™ 
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We believe every person should recycle. 
And so should every engine. 



Why on earth throw something away when you can use it to make something 
better? That’s the simple idea behind the Saab Turbo. By taking exhaust that 
typically escapes out of the tailpipe and redirecting it back into the engine, the 
Saab Turbo maximizes performance with minimal use of fuel. With an estimated 
29 mpg hwy in the 2009 9-3 2.0T Sport Sedan. We always knew recycling was a 
powerful thing. The Saab Turbo. The perfect balance of efficiency and performance. 
saabusa.com 
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ADVERTISEMENT 




INSIDER 


EVENTS & PROMOTIONS 


3M™ MOBILE PRIVACY FILM 

GET SCREEN SMART. 



No one wants private information exposed. 
Whether it's smartphones, PDAs or video- 
enabled mobile phones, 3M 1M Mobile 
Privacy Film helps protect on-screen 
information so your mobile communications 
stay confidential, even in the most public 
places. 3M™ Mobile Privacy Film makes 
screens look dark from the side, preventing 
others from viewing your screen information. 
The film also helps protect against scratches 
and damage to your LCD display. And, 
3M™ Mobile Privacy Film is easy to attach 
and remove, leaving no residue on your 
display. 


To buy now, visit 3mskins.com; or for 
more information call 1.800.553.9215. 


ENTER FOR A 
CHANCE TO 
WIN THE WIRED 
WISH LIST BAG 

FILLED WITH TODAY'S 
HOTTEST TECHNOLOGY 
AND PRODUCTS 
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Prizes include: 


WE BELIEVE EVERY 
SHOULD RECYCLE. 

AND SO SHOULD EVERY ENGINE. 



PERSON 


Why on earth throw something away 
when you can use it to make something 
better? That's the simple idea behind 
the Saab Turbo. By taking exhaust that 
typically escapes out of the tailpipe and 
redirecting it back into the engine, the 
Saab Turbo maximizes performance with 
minimal use of fuel. With an estimated 
29 mpg hwy in the 2009 9-3 2.0T Sport 
Sedan. 

We always knew recycling was a powerful 
thing. The Saab Turbo. The perfect bal¬ 
ance of efficiency and performance. 

For more information visit saabusa.com 




Born From Jets™ 


> Lenovo IdeaPad U110 Laptop 

> Nokia E71 smartphone 

> Ducati Corse rollerball pen 

> Phiaton MS 400 Headphones 

> Canon PowerShot G10 Digital Camera 

> Manfrotto ModoPocket camera stand 

> Leatherman Serac S2 LED flashlight 

> Buffalo Shinobi hard disk drive (60 GB) 

> Oliver Peoples Victory 58 Sunglasses 

> Creative Zen X-Fi media player 

> TomTom Go 930 GPS navigator 

> Moleskine Cahier notebook (set of 3) 

> Sony PRS-700 E-Reader 

> Monster Outlets To Go 3 USB 
power strip 

> Callpod Chargepod device charger 

> Sigg 0.4L traveler bottle 

> Iqua 603 Sun solar-powered headset 

> Monster ScreenClean cleaning fliud 

> Sprint Merlin EX720 mobile 
broadband card 

> Nintendo DS Lite gaming console 

> Tod's Cartella Computer Bag 

> Tiffany Business Card Case 

> Clear Card airport security pass 
(1 year) 

> Snow Peak titanium spork 

> Small Dog Chill Pill mobile speakers 

Go to wired.com/win 

NO PURCHASE NECESSARY. To enter and for full rules, go to 
www.wired.com/win. Starts 12:00 NOON ET 11/20/08 and ends 
11:59 AM ET 2/2/09. Open to legal residents of the 50 United 
States/D.C. 18 or older, except employees of Sponsor their 
immediate families and those living in the same household. 

Odds of winning depend on the number of entries received. 

Void outside the 50 United States/D.C. and where prohibited. 
A.R.V. of prize $8,560.00. Sponsor: The Conde Nast Publications, 

4 Times Square, New York, NY 10036 
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It was your Dad’s crew. He was the president. And CEO. And when Big Monk fixed him a cocktail, it was in 
a rocks glass. With Canadian Club whisky. Because 


it tasted good. And your Dad liked it that way. 


DAMN RIGHT YOUR DAD DRANK IT 
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The road to a 
greener planet 
begins in Michigan 
and goes around 
the world. 



Big changes are taking place in Michigan. That’s because the Michigan Economic Development Corporation has earmarked 
$2 billion to diversify our state’s economy. We are investing these resources in progressive businesses in a variety of 
industries - from alternative energy solutions that will change the future of transportation to advanced manufacturing, 
life sciences and more. To find out how Michigan’s talented workforce, world-class universities and affordable lifestyle 
are attracting companies of all shapes and sizes, please visit MichiganAdvantage.org/wir. 

MICHIGAN 

ECONOMIC DEVELOPMENT CORPORATION 

MichiganAdvantage.org/wir THE UPPER HAND 














SOLAR ATOMIC TECHNOLOGY 

A FUSION OF POWER AND ACCURACY 


Captures the power of light and provides the most accurate time available. 



■ 


ATOMIC TIMEKEEPING 


SOLAR POWER 


SELF-ADJUSTING 


NON-STOP 


A tiny solar panel combined with a large-capacity rechargeable Multi-Band 5 Technology receives time calibration signals 

battery enables a variety of energy-hungry functions automatically from five transmitters around the world and updates 

to operate smoothly. The result is an impressive solar settings accordingly for pinpoint accuracy. This technology 

timepiece that keeps running with no battery replacement even adjusts for Leap Year and Daylight Saving Time. 



NORTH AMERICA, 

FORT COLLINS, COLORADO 


UK, RUGBY 


JAPAN, 

FUKUSHIMA STATION 


GERMANY, ^ 
MAINFLINGEN I 


JAPAN, 

KYUSHU STATION 


Charge 


Power 

Supply 


Solar 

Panel 


Storage 

Battery 


CASIO 

2008 CASIO AMERICA, INC 









THE WORLD'S FIRST 
SOLAR ATOMIC CHRONOGRAPH 


OCEANUS 


www.oceanus-us.com 








MANTA 


CACHALOT 


200 Meter Water Resistant Technology With Bold, 
Advanced Styling And An Uplifting Feel 


Our Slimmest Design With 
Elegant Quality Finishing 



TWO-PIECE BEZEL CONSTRUCTION 

Constructed of two pieces and employing 
a mechanism to prevent inverse rotation, 
the anti-reverse bezel offers both functional 
operation and a quality appearance. 



SAPPHIRE CRYSTAL 

The face is protected by scratch-resistant 
spherical sapphire crystal with a 
non-reflective coating. 



TITANIUM-CARBIDE TREATMENT 

The titanium-carbide treatment employed to 
harden the surface of the case, case back and band 
brings out the beautiful metal coloring while 
protecting the metal surfaces from dents and 
scratches with its excellent abrasion resistance. 


A3! 
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YACHT RACING COMPATIBLE TIMER 

The timer is equipped with measurement 
functions that can be used for yacht racing 
in addition to ordinary timer functions*. 

* Cachalot model only 
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SOLAR POWER ATOMIC TIMEKEEPING 



NON-STOP 


SELF-ADJUSTING 


















f* RESIST 


SOLAR POWER 


ATOMIC TIMEKEEPING 


G-SHOCK TOUGHNESS AND TECHNOLOGY AT ITS BEST 


www.gshock.com 


GIEZ'S UNIQUE SHOCK-RESISTANT 
CASE DESIGN 

We reshaped the stainless-steel case, 
implanting a urethane bezel into it to achieve 
a design with sophisticated appeal. 


CONTRASTING MATERIAL 
COMBINATION DESIGN 

Stainless steel is known for its hardness and 
resin for its toughness. Taking advantage of 
both these characteristics enabled us to realize 
a design in which two completely different 
materials intertwine beautifully and unite with 
one another. 


EXTERIOR PARTS ATTACHMENT 

All exterior parts are attached by a set of six 
long and short stainless steel screws. 


2-PIECE SHOCK-DISPERSING 
BEZEL CONSTRUCTION 

The shock-resistant bezel structure features a 
stainless-steel bezel that receives and disperses 
external shocks and an internal urethane bezel 
that further absorbs and reduces the shocks. 


HIGH QUALITY BUCKLE 
WITH TOUGHNESS 

The stainless steel buckle features a sharply 
defined brand mark and a urethane insert 
to further guard against shocks and protect 
the buckle. 


TWO PIECE SCREW-LOCK CASE BACK 

The case with its solid screw-lock back is 
not only airtight but also water resistant to 
200 meters. 


NON-STOP 
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ONE TOUCH TRIPLE SENSOR 


PATHFINDER 

pathfinder.casio.com 


^ Shown In 

Compass Mode 


Shown With 
Auto EL Backlight 




PAW1500 


PAW1300 


DIGITAL COMPASS 

Employs a direction sensor to measure directions 
by sensing the Earth's magnetic forces and 
provides vital information concerning your 
current location and destination. 


20-BAR WATER RESISTANT 


The 20-bar water-resistant design provides a 
high degree of security, not only in sudden 
storms but also during vigorous activities on 
the water, such as rafting or yacht racing. 


TIDE GRAPH 


MOON GRAPH 


The exquisite Moon Graph displays the moon 
age and phases of the moon in graphic format. 


BAROMETER / THERMOMETER 

Combines a pressure sensor to measure 
atmospheric pressure with a temperature sensor 
to monitor temperatures, and helps you predict 
and prepare for upcoming changes in the weather. 


The Tide Graph presents a graphic display of 
such data related to the tides as flood and neap 
tides and the ebb and flow of the tides based 
on the moon age periodicity and the moon and 
lunitidal intervals. 


SOLAR POWER 


ATOM CT MEKEEPING 


NON-STOP 


SELF-ADJUSTING 


CASIO 


ALTIMETER 

Calculates altitudes based on changes in 
the atmospheric pressure measured with a 
pressure sensor, and stores several altitude 
measurements in memory for easy review. 















Do More. Travel Less 




Don’t waste any more time, money and energy traveling to meetings. With 
GoToMeeting you can hold unlimited online meetings with anyone, anywhere — 
right from your desk. Whether you need to present, demonstrate, collaborate or 
train, GoToMeeting makes it easy. Spend less time on the road and more time 
improving the way you do business. Do more and travel less with GoToMeeting. 

Try GoToMeeting FREE for 30 days. 


Start now! Visit GoToMeeting.com 
and use the promo code: ad 


GoToMeetin 


© 2008 Citrix Online, LLC. All rights reserved. Citrix® is a registered trademark of Citrix Systems, Inc., in the United States and other countries. GoToMeeting® is a registered 
trademark of Citrix Online, LLC, in the United States and other countries. All other trademarks and registered trademarks are the property of their respective owners. 















Captain Microturbine. 

Leading the team working to save 
our planet. 


Microturbine energy is here today. Get 24/7 
electricity, ultra-low greenhouse gas emissions 
and up to 3x the carbon footprint reduction 
of wind and solar PV*. It’s cheaper too. Now 

that’s clean energy to help save the planet. 


CAPTAIN 

MICROTURBINE 


WIND WARRIOR 


PHOTO VOLTAIC MAN 


RELIABLE POWER WHEN AND WHERE YOU NEED IT. CLEAN AND SIMPLE. 

866.422.7786 www.capstoneturbine.com 

*When compared to a CARB certified C200 Natural Gas CHP System running 8,000 hrs/yr. 

*Cost per kW before any state or federal incentives. 


Capstone • 

Turbine Corporation 
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The world's slimmest bean-to-cup automatic coffee center 



Jura-Capresso offers a complete range of Swiss-made 
automatic coffee centers from $899 to $3,700. 




For a free DVD and 
more information visit: 
www. capresso. com/wi 


At the touch of a button, ENA (less than 9 1/2" inches wide) 
grinds, tamps, brews and cleans in less than 60 seconds. 


If you enjoy the flavor of freshly ground, pressure brewed 
crema coffee, espresso, cappuccino and latte, ENA is the 
perfect fit! 


ENA 5 (shown) 
available in other 
colors and models. 



Available at Sur La Table, Crate & Barrel, macys.com, 
amazon.com, and other fine specialty retailers, 
catalogs and websites. 


Jura-Capresso Inc., 81 Ruckman Road, Closter, NJ 07624 
www.capresso.com/wi 
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Nobody Does It Brighter! 

The BALL Engineer Master II Aviator was 
independently proven to be the brightest 
all-night-long luminosity that money can 
buy, at only $1,599! The 46mm Aviator 
features the largest tritium gas tubes ever 
used, and four times the luminosity of any 
other brand tritium watch. More information 
at www.ballwatch.com. 




Inhale The Future 

The Air2 Vapir™ Digital Air™ system utilizes 
patented technology to gently release pure 
flavor and active elements by heating herbs 
and tobacco to the temperature most effective 
for aromatherapy. No burning, no smoke — 
only pure vapor. Starting at only $99.99. Call 
1-800-841-1022. www.Vapir.com 



The Little Magical 
Lighted Trimmer 

MicroTouch Magic cuts as close as a blade 
yet is safe to the touch, so you can be perfect¬ 
ly groomed all the time. It has a built-in 
light so you'll never miss a hair. German 
precision has never been this affordable. Just 
$9.99 at Wal-Mart, CVS, and Walgreens or 
www.microtouchmagic.com. 


Produced by WMI 203-256-0880 212-673-4500 www.wminet.com 















EIKON TO GO 

Digital Privacy Manager 


Digital Privacy Manager 


DESIGNED TO PROTECT YOU 


With the simple swipe of a finger, the 
Eikon Digital Privacy Manager allows 
you to log in to your computer, protect 
sensitive files, launch favorite 
applications, switch user accounts, 
and access your favorite websites.* 
Say goodbye to passwords. 


Get yours now at www.upek.com/wir 


®upek 


© 2008 UPEK. Inc. All rights reserved. UPEK. the UPEK logo, and Eikon are registered trademarks of UPEK. Inc. in the U.S and other countries. ‘Features vary between PCs and Macs 




Montecristo is a trademark registered by Altadis U S A. Inc. or one of its subsidiaries in the U.S. Pat & TM Office. This trademark may be registered bv others in other countries. 


MONTECRISTO 




SURGEON GENERAL WARNING: 
Cigars Are Not A Safe Alternative 
To Cigarettes. 


WE VE RAISED THE BAR ANOTHER NOTCH 


nd Dominican binder and filler tobaccos hand-selected and 
3pre than the finest cigar, it's the finest Montecristo. 


Made with only the finest Connecticut shade 
stored over three years, Montecristo 


THREE CIGAR 
TRIAL SAMPLER 
$ 9.95 


A $25 value 

(shipping & handling) 


To receive your Three Cigar Montecristo Sampler, go to 
www.montecristocIassicoffer.com 
call (888) 428-2627 or send $9.95 plus your name, 
address and a copy of your drivers license to: 

Tobacco Products Fulfillment, 

P.O. Box 407166wrd12 Ft. Lauderdale, FL 33340-7166 

One* per household. Musi be 21 to participate. Available while quantities last. 
Offer expires February 28, 2009. U.S. addresses only. Allow (> - 8 weeks for delivery. 
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Total Protection Security 
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LIVELIHOOD. 





Right now, identity thieves are waiting to fool you with spam and fake sites, drain your bank account, and wreak havoc on your life. 
Their days are officially numbered thanks to McAfee. More than just anti-virus protection, McAfee offers continuous protection from identity 
thieves, hackers, spammers, and a host of other digital threats. Learn about our complete range of total protection solutions at McAfee.com 


McAfee 



















SPECIAL OPS 

*©• 


The Special Ops line of tactical time pieces are exclusively available through MTM. Toll free at 1800 284 9487 
outside of USA 213 741 0808 1225 South Grand Ave. Los Angeles, CA. 90015. 
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LOST THERE, FELT HERE. 

When rainforests are slashed and burned, it affects every one of us. 

It releases carbon into the air that we breathe. It changes our climate. 
Deforestation accounts for 20% of all carbon emissions, which is more than the 
amount that all the cars, trucks and planes in the world emit, combined. 
Join Team Earth on conservation.org and help stop climate change, even if 
it's just one acre at a time. Or we'll all feel it. 



CONSERVATION 

INTERNATIONAL 











What I’m Wishing For 

Jacob Young* Managing Editor 
Zoot Ultra Zenith $600 

My New Year’s resolution: 
triathlon. Here in San Francisco 
that means frigid water, so for 
Christmas I'm eyeing Zoot’s 
Ultra Zenith wet suit (size XL 
please, Shann!) to get me out 
of the pool and into the bay. 


□ 0 0 DEC 2008 
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LOOKS LIKE SOMEONE’S 
NOT EXACTLY FEELING 
“HAPPILY-EVER-AFTER.” 




INTRODUCING 

THE NEW STANDARD 
IN INTERNET SECURITY. 

KA^ZI^KYJ 

Learn more at usa.kaspersky.com/2009. 


amazon.com 


Office depot 
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When 


it comes to safeguarding your computer, 
the current crop of Internet security products 
just can’t keep up with today’s more 
sophisticated threats. In fact, right now, 
cybercriminals are scheming-up new 
ways to attack your computer, through 
applications you use every day, like MS Office 
and Acrobat, plug-ins like Flash, and sites 
you know and trust, like Facebook, MySpace 
and Wikipedia. 


It’s time for something totally new - 
a revolutionary approach. For software that acts like 
your own security expert, constantly assessing where 
you’re vulnerable, while helping you live and work 
online, better, faster and safer. It’s time for Kaspersky 
Lab, a whole new standard in Internet Security. 


Compared to Kaspersky, other security software 
options are positively medieval. 
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PRINT FROM ANY ROOM, OR AGE, IN THE HOUSE 


Live wirelessly. Print wirelessly. 


HP Photosmart 
C6380 All-in-One 
hp.com/go/hpwireless 


©2008 Hewlett-Packard Development Company, L.P. Wireless access point and Internet service is required and not included. Availability 
of public wireless access points is limited. Wireless performance is dependent upon physical environment and distance from access point. 


















Ride like you mean it. With a purpose, 
a mission and the knowledge that you 
are better prepared, better equipped and 
possibly the best pontoon boat hauler in 
North America. Ride it like a toolbox; a 
four-bag-hook-hooking, standard Class III 
trailer hitch-hitching, eight-person-seating, 
handyman of the road. Ride with available 
features like four-wheel drive, DVD rear 
entertainment system, navigation with 
voice recognition and a rearview camera. 
Ride Ready, in the new Pilot from Honda. 

THE NEW PILOT 

RIDE READY 

pilot.honda.com 



oUlK 


-londa 

































- 


ipW 0 v v 




o 






What Pm Wishing For 

Robert Capps, Senior Editor 
Mini Cooper S Clubman $24,350 

The Mini Clubman is a gas¬ 
sipping, freeway-legal go-kart, 
and I want one. What could be 
more fun than strapping my 
infant son into his three-point 
harness through the backseat’s 
single suicide door and nimbly 
sprinting across town? 


□ □ □ DEC 2008 





















Where is the keyboard? Don't all BlackBerrys have 
keyboards? This just has a screen that looks like a 


keyboard and—oh sweet sassafras, d 


d it just click? 


It clicked right where I wanted it to. Is that supposed 
to happen? And is it supposed to f|eel so good? 

What mad genius is behind this? 



Introducing : = : BlackBerry Storm 


The world's first touch screen BlackBerry. 
Only from America's Largest 3G Network. 


VOtl OHwireless 


1.800.2 JOIN in 


verizonwireless.com/storr 


Subject to Customer Agm't & Calling Plan. Coverage not available everywhere. Network details & coverage maps at vzw.com. BlackBerry , RIM®, Research In Motion , SureType® and related 
trademarks, names and logos are the property of Research In Motion Limited and are registered and/or used in the U.S. and countries around the world. © 2008 Verizon Wireless. 

















ciber 

Simplifying IT management starts on the inside. 
CA software solutions help IT outsourcing 
company CIBER (ciber.com) streamline core 
processes and reduce service desk costs to 
deliver maximum IT value with minimum hassle. 
Get the full story and see how CA can be there 
for you at ca.com/success. 



Transforming 
IT Management 


Copyright © 2008 CA, All rights reserved. 
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THE KEYNOTE SPEAKER at this past summer's 
TechReady conference—a gathering of 6,000 or so 
Microsoft engineers from around the world—was the 
company's chief software architect, Ray Ozzie. This was 
not a routine appearance. Ozzie arrived at Microsoft in 
2005, and the following year he inherited the title of CSA 
directly from Rill Gates. He was now the microprocessor 
of the Microsoft machine. But he had never addressed 
the semiannual conclave. His explanation? He wanted 
to wait until he had something big to show the troops. 

Rut there's something else: Ozzie hates speaking in 
public. His idea of paradise is pitching his vision around 
a table near a whiteboard, where he can proceed con¬ 
versationally and draw on his marketplace savvy, quiet 
confidence, and ability to scrawl out XML code on the fly. 
Auditoriums are something else. “I have high anxiety- 
massive, huge, tremendous anxiety,'' he says. "It's not a 
natural act for me.” The infrequency of his public appear¬ 
ances has triggered murmurs that the guy in Gates' chair 
is afraid to face his public, like some sort of software Greta 
Garbo. "Where's Ray?” Microsoft observers have been 
asking, as Google grabs more headlines and Apple relent¬ 
lessly mocks the company's shortcomings. Two-plus years 
into the job, there is still a bit of mystery to Ray Ozzie. 

It is about time that one of the most significant fig¬ 
ures in the personal computer age, the writer of Sym¬ 
phony and creator of Lotus Notes, emerges from the 
shadows. Time to reveal what he has been working on. 
And, most important, time to explain how the world's 
mightiest software company is going to remain relevant. 

Not an easy job. Yes, Microsoft still rakes in the dol¬ 
lars from Windows and Office. Rut the stock has been flat 
for years. Microsoft used to be regarded with fear and 
respect—Lord Voldemort with market share. Nowpeople 
downgrade then* computers to avoid Vista, tech luminaries 
write blog posts with titles like "Microsoft Is Dead,” and 
the public face of the company is the hapless loser in the 
Apple ads. Oh, and this year, after a 25-month transition, 
Gates, the once-omnipresent cofounder, left the building. 


To get a sense of the gloom, check out the speakers who 
precede Ozzie at TechReady. First comes an executive 
who presents a preview of Microsoft's upcoming ad 
campaign—a protests-too-much response to those PG- 
versus-Mac ads from "that fruit company down the road.” 
Then he describes the remedial work Microsoft is doing 
to get computermakers to tweak their products so a Vista 
bootup takes less time than a round of golf. The next guy 
reveals the not-so-encouraging information that he has 
taken a hard line on his children's pleas for iPods. They'll 
go without, he promises, as long as "my rent is paid by 
Microsoft.” He doesn't mention where his kids go when 
they want to search the Internet. The odds, of course, are 
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that they use Google, the rival that's even deeper inside 
the heads of Microsoft executives than Steve Jobs is. 

The tone changes when Ozzie appears onstage. 

If his insides are churning, his delivery doesn't show 
it. His demeanor is smooth, direct, gimmick-free. At 53, 
Ozzie is trim and fashionable—eschewing the Redmond 
standard-issue chinos and polo shuts for a dark suit, gray 
shut, and no tie. His hah* is burnished silver, as it has been 
for years. (Take away the stage fright and he could be the 
lead detective in a Law & Order spinoff.) Before Ozzie gets 
to the software demos that he hopes will revivify Microsoft, 
he addresses the lingering “Who is this guy?" question. 

“You and I don't have much time together at events 


like these," he says, “and yet, given how much we need 
each other, it's probably good for you to get a sense of 
how I'll lead in my role as CSA. Unlike with Bill, you 
haven't had 30 years to get to know what makes me tick." 
To remedy that, he offers some quick bites about his pas¬ 
sions—in a style suggested, he says, by the 140-character 
format in Twitter. (The fact that he references Twitter 
and not a Microsoft product is a statement in itself.) 

I love software , because if you can imagine some¬ 
thing, you can build it 

I love Windows, because without it there would be 
no PC. There would be no PC developers. There might 
not even be a Web. 


Ozzie in one of his 
two Redmond offices. 
A Microsoft outsider, 
the new chief soft¬ 
ware architect 
was handpicked by 
Bill Gates to retool 
the Windows giant 
for the 21st century. 



























Bill Gates 
calls Ozzie 
"one of the 
top five 
program¬ 
mers m the 
universe.” 


I love the ubiquitous Web because of the connections 
that it opened up. 

I love competition. But when we're behind a com¬ 
petitor ; I hate it when we find ourselves just chasing 
their taillights. 

After the introductory Tweets, he gets down to busi¬ 
ness. At Microsoft, he says, there must be a shift from 
the traditional model of software to what he calls soft¬ 
ware plus services. As slogans go, it's not particularly 
catchy. But the sentiment is clear: Just packaging 
software, collecting the money, and then producing 
a new version a few years later (whether people want 
one or not) is no longer a sustainable business plan. 

The relationship with customers must be constant and 
continuous. Instead of discrete onetime transactions, 
the money—whether from subscription fees or adver¬ 
tising-will flow constantly. For the user, everything 
will happen when it's needed, as if pulled down from a 
cloud. The metaphor has been around for years, along 
with the more recent spinoff, 
cloud computing. But the phe¬ 
nomenon^ anythingbut ethereal. 
Billions of dollars are at stake. 

According to Microsoft, one 
example of a successful service 
is Windows Update, which auto¬ 
matically installs patches and 
bug fixes on users' operating 
systems. Hotmail, like all Web- 
based mail applications, is also 
a service. Virtual Earth? A ser¬ 
vice. Software, but not from a 
box. Still, Ozzie draws the line 
at the idea that you can do any¬ 
thing and everything in the 
cloud, that every application can become Web-based, 
that the desktop is dead. Some things, he says, still 
require local computation, offline persistence, and the 
control that only one's own desktop processor offers. 

This defense of the desktop dovetails nicely with 
Microsoft's historic strengths. So, while Ozzie actively 
evangelizes for the disruptive move to services, he's also 
saying that for many purposes the ideal software model 
is a hybrid: a heavy-duty application (known as client 
software) combined with an ongoing Internet service. 
A great example is Apple's iTunes, which you install on 
your computer and use as an offline media organizer 
but which also serves as an Internet app that lets you 
buy songs, stream music, and get recommendations. 

In Ozzie's view, Microsoft must make this model the 
centerpiece of all its future efforts. The company must 
transform itself from a manufacturer that dumps out a 
big product every couple of years to a customer-obsessed 
enterprise devoted to continually producing, updating, 
and supporting a full panoply of services. In his speech, 
Ozzie puts it this way: “When packaged software ships, 


services go live. What was our end is now the beginning. 
The gold disk''—from which all retail copies of a new 
piece of software are made—“is now the grand opening." 

At that point, Ozzie unveils the new products that 
he's been laboring over for more than two years: a top- 
secret set of initiatives designed to make Microsoft as 
dominant in the cloud era as it was in the days of the 
desktop. First up is a new operating system for Web- 
based applications, codenamed Red Bog—it's Win¬ 
dows for the cloud. Then comes a demonstration of 
Live Mesh, which will allow people to seamlessly syn¬ 
chronize all their information with as many people 
and places as they want, across as many devices (com¬ 
puter, phone, camera) as they want. Finally, another 
engineer demonstrates how Microsoft will make even 
its legacy apps accessible via the cloud. It's a shocker. 
After years of Microsoft insisting that the desktop is 
the only proper place for its crown-jewel applications 
—the venerable Office suite—it appeal's that Word, Excel, 
and PowerPoint will levitate fromthe desktop andbecome 
services as well. In this demo, an Excel spreadsheet is 
running in the cloud with almost all its functionality 
intact, including features like auto-complete and auto¬ 
formatting as well as built-in collaboration and a way to 
link the spreadsheet results to emails and Web pages. 

The applause is enthusiastic. The stuff is cool and 
seems to work. But it's not a thunderous ovation—the 
new direction is scary. The vision that Ozzie is describ¬ 
ing negates the whole question of whether “I'm a PC" 
is a good thing or a bad one. This future isn't about the 
PC. It's about the cloud. 

“I think we're going to take a lot of people by surprise," 
Ozzie tells them. That's his low-key way of saying, We're 
back, baby—and this stuff puts the lie to those who say 
we're irrelevant. Then his pep talk takes an unexpected 
turn. “Our greatest challenge may lie within," he says. 
Throughout its history, Microsoft has demonized com¬ 
petitors—regardless of whether they posed vital threats 
to the company—and then defined itself in opposition 
to the presumed enemy. Now Ozzie urges his troops to 
innovate toward the light, not against the darkness. 
“Every day we make a choice to focus on the outside 
competitor or the competitor within ," he says, clearly 
implying that the latter option is the path best taken. 

You seldom heard this kind of inspirational, character¬ 
building talk from Gates, who stuck to algorithms and 
product demos in his keynotes. But the original chief 
software architect is off curing malaria and trying 
on shoes with Jerry Seinfeld. The current CSA sees 
his role differently. Enigma or not, Ozzie is the one 
who must lead—or drag, if need be—a software giant 
with 90,000 employees, $60 billion in revenue, and an 
untold number of blue screens of death across a chasm. 
Can he do it? Ozzie's big advantage is that he knows 
what's on the other side. In fact, he caught a glimpse of 
it 35 years ago and has been heading there ever since. 















IN A SENSE, Ray Ozzie’s remaking of Microsoft 
began in 1973, when he was a student at the University 
of Illinois. Ozzie had always been a techie. Growing up 
in Chicago, he certainly noticed the entrepreneurial 
push of his dad, a schmoozing insurance broker who 
cofounded a small agency. But the son was an introvert 
who gravitated to the privacy and empowerment of 
transforming bundles of wires, capacitors, and resistors 
into working gadgets. Ray's little brother, Jack—now 
a key engineer in Microsoft's software-plus-services 
push—remembers soldering irons and a good portion 
of the Heathkit catalog scattered about. "He was like 
Mr. Electronic Tinkerer,'' Jack says. 

Much of Ray's first two years at the Urbana-Champaign 
campus was frustrating. He spent endless hours submit¬ 
ting punchcards to the technicians who guarded access 
to the university's mainframe computer. But on his walk 
across campus he would pass the old CERL building, 
which housed the Computer-based Education Research 
Laboratory. It was a plain-looking five-story brick struc¬ 
ture with darkened windows, the activities inside hinted 
at only by strange orange lights. One day, in the spring 
of his sophomore year, curiosity drew him in, and what 
he found there shaped the rest of his life. 

"There were rows of orange-glowing terminals and 
all these people sitting at them," he says. "It was fas¬ 
cinating, because these were plasma-graphics termi¬ 
nals with audio devices, and lots of them." One CERL 
veteran later wrote about the "large, dull brown cubes 
about 18 inches on a side, and backbreakingly heavy. 
What they lacked in appearance, however, they made up 
for in performance. The display screen, a plasma panel 


rather than a video tube, showed everything in tiny 
orange plasma dots... Every key press was processed 
right away and response was—usually—immediate." 

Ozzie had discovered Plato, an acronym for pro¬ 
grammed logic for automated teaching operations. 
Though largely forgotten now, it was a system almost 
absurdly ahead of its time, one of those hidden pockets 
of innovation that bred a cult of followers who even now 
will bend your ear with tales of their glory days. Only 
this time, the tales are true. Concocted by a university 
engineering professor with the weirdly appropriate 
name of Don Bitzer, the system comprised several hun¬ 
dred terminals, both on and off campus, connected to a 
CDC 6400 computer. The goal was "automated learn¬ 
ing." But what made Plato irresistible to Ozzie was its 
interactive nature. Users had direct contact and direct 
feedback—not just to computers but to one another. 
"They had this thing called Personal Notes, which you 
would call email," Ozzie says. "They had this thing called 
Talkomatic, which is like real-time group chat. And they 
had this thing called Term-Talk, which was like instant 
messaging." It was also a way-before-its-time Valhalla 
of computer gaming. Programmers on the system had 
gone far beyond the tic-tac-toe and hangman that were 
popular in other computer centers to pioneer multiplayer 
online games, notably the Star Trek-inspimdEmpire. In 
retrospect, looking at the Plato community was like peek¬ 
ing through a wormhole and viewing the 21st-century 
Internet—but without the spam, fraud, and commercial¬ 
ism that would come with the real thing 35 years later. 

In his classic book Computer Lib/Dream Machines , 
Ted Nelson describes "a seething community of doz¬ 
ens of smart people working like blazes on the proj¬ 
ect." Ozzie was desperate to be one of them. "I just had 
to see what was under the hood," he says. "I begged, 
begged, begged for a j ob and was eventually hired at like 
$1.75 an hour." It became the hub of his campus life. "All 



Clockwise from lower 
left: Ozzie in 1974; 
Plato terminals at 
the University of 
Illinois; Ozzie, circled, 
at a 1982 Software 
Arts product launch 
(Dan BrickSin and 
Bob Frankston, 
coinventors of the 
VisiCalc spread¬ 
sheet, are seated on 
the floor, second 
and fourth from left); 
brothers Jack and 
Ray Ozzie in 1979. 
















of us would have gotten higher grades if we had spent 
less time there/' says Len Kawell, a fellow undergradu¬ 
ate who also worked on Plato. “It was such a fun place.a 

24/7 party atmosphere, with people writing applica¬ 
tions, playing games, sending email, all sorts of stuff. 
And Ray was definitely one of the hot programmers." 

One incident in particular introduced Ozzie to the 
magic that comes when people connect via computer. 
He had taken a part-time assignment helping a profes¬ 
sor finish writing some courseware. The prof lived on 
the other side of town, so Ozzie collaborated with him 


remotely. Ozzie came to know and like his boss, save for 
one annoyance. "He was the worst typist ever," Ozzie 
says. "He was very eloquent on email, but on Term Talk 
it was just dit-dit-dit, sometimes an error, but agoniz¬ 
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ingly slow." At the end of the project, the man threw a 
party at his house, and Ozzie discovered the reason for 
the typing problem: The professor was a quadriplegic 
and had been entering text by holding a stick in his 
teeth and poking it at the keyboard. Ozzie was floored. 

"I remember really questioning my own atti¬ 
tudes," Ozzie says. "I had been communicating 


WHY CLOUD 
C0MPUT1N8 
IS EVERYONE’S 
FAVORITE 
TREND. 

Tech gurus, venture 
capitalists, and even 
the dimmest blog 
readers know that the 
digital action these 
days lies in the “cloud." 
But what does that 
mean? Nothing, accord¬ 
ing to Oracle CEO Larry 
Ellison. “I can’t think 
of anything that isn’t 
cloud computing,” he 
has said. “It’s complete 
gibberish.” But it must 
mean something —why 
else would Dell Com¬ 
puter try to trademark 
the term (as it did in 
2007) only to have the 
request bounced this 
past summer because 
the appellation was 
already ubiquitous? 

“The grandiose 
cover-all version is just 
software capability 
delivered overthe Net. 
Consumer cloud com¬ 
puting is the Web,” says 
Dave Girouard, presi¬ 
dent of Google Enter¬ 
prise. But when people 
talk of the brewing cloud 
battle between his com¬ 
pany and competitors 
like Amazon.com and 
Microsoft, they’re refer¬ 
ring to two kinds of 


with him mind to mind. Technology lets you do 
that, unprejudiced by what anyone looks like. 
From that era forward, I just knew I wanted to 
work on something related to communications 
and interactive systems." 

In his first couple of jobs after graduation, 
Ozzie distinguished himself as a wizard-level 
programmer. "There was no question that he 
was exceptional," says Jonathan Sachs, who 
hired the new graduate in 1979 at Data General, 
the Boston-area minicomputer company. Two 
years later, convinced that personal computers 
were the future, Ozzie joined Software Arts, 
the Cambridge-based developer of the ground¬ 
breaking VisiCalc. “We were a hot place to work, 
and he was one of our top programmers," says 
electronic-spreadsheet coinventor DanBrickhn. 

But what Ozzie really wanted to do was recon¬ 
struct the Plato world for personal computers. 
Specifically, his idea was to build an entire online 
communication system that expanded on a fea¬ 
ture called Group Notes, one of the first online 
conferencing tools—it was sort of a super bulle¬ 
tin board that allowed comments and even con¬ 
versation on documents posted by users. He saw 
his chance when he met Mitch Kapor, cofounder 
of Lotus Development. Kapor loved disrup¬ 
tive ideas and was open to Ozzie's plan, but he 
had a particular need—an encore for his flag¬ 
ship product, the spreadsheet program Lotus 
1-2-3. In 1983, Ozzie and Kapor cut a handshake 
deal: Ozzie would put together a team to build a 
suite of applications called Symphony if Lotus 
would fund his dream project upon completion. 


Nine months later, after Ozzie finished Symphony, 
Kapor made good on his promise. It was an unusual 
arrangement that revealed Ozzie's business acumen. 
He structured the deal so that Notes (his name for the 
new project) belonged not to Lotus but to a company 
Ozzie would create called Iris Associates. Lotus would 
have an exclusive option to distribute the final product. 

One of Ozzie's key decisions was picking the operat¬ 
ing system on which Notes would run. After the Mac 
came out in 1984, he knew that Notes had to use the 
kind of graphical user interface popularized by Apple. 
But Ozzie wasn't sure which of several competing GUI 
systems to choose. One option was Windows, but Micro¬ 
soft had barely announced the first version, and there 
was no concrete evidence that it would blossom into 
a viable product. On a trip to Seattle in December 1984, 
Ozzie and Gates had a long conversation at the Micro¬ 
soft office—then a single building in suburban Bellevue, 
next door to a Burgermaster drive-in. Gates had known 
Ozzie since Software Arts and could relate to him "geek 













to geek,” Ozzie says. He spun a convincing argument 
for Windows. "You could just tell his commitment to 
make this thing happen,” Ozzie says. 

Notes shipped in 1989, but it wasn't an easy sell—it 
was tricky to install, took some brainpower to grasp, 
and cost $62,500 for 200 user licenses. "We never had 
problems believing this was going to be the next big 
thing, because we used it every day,” says former Iris 
engineer George Moromisato (who now works with Ozzie 
at Microsoft). "We lived it. We loved it. Ray had already 
structured his life in a way that today we'd recognize, 
but back then it was so foreign. His wife and kids were 
all on email—they had a shared calendar 
on Lotus Notes, they had access to all their 
Notes data basically anywhere. It was a 
peek at what the world would eventually 
be, and so all of us believed that vision.” 

The breakthrough came when Sheldon 
Laube, then IT director of Price Water- 
house, saw the product. "This is going to 


change the world,” he told his bosses. Price Water- 
house ordered 10,000 licenses. The application became 
a huge success, and Lotus wound up buying Iris for 
$94 million in 1994. When IBM bought Lotus a year later 
for $3.5 billion, there was no doubt that the bulk of its 
value lay in Notes—and in Ray Ozzie. He ran the IBM 
Notes division for two years and considers it time well 
spent. "I was cynical of IBM, but they took over Notes 
when we had 2 million users, and now there are 150 mil¬ 
lion. With Lotus that never would have happened.” 

Ozzie left IBM and founded a startup called Groove 
Networks, which made collaborative software. Released in 
2001, the Groove app was terrific technology, 
with peer-to-peer transmission and super¬ 
strong crypto built in. But the postbubble 
timing was awful, and Ozzie realized that 
the company couldn't make it on its own. 

The obvious move was to sell to Microsoft, 
whichhad already invested some $50 million 
in Groove. For Gates and CEO Steve Ballmer, 


Ozzie’s top lieuten¬ 
ants at Microsoft's 
Windows Live Core 
offices: (from left) 
David Treadwell, 
Debra Cfarapaty, John 
Shewchuk, Jack 
Ozzie, and Amitabh 
Srivastava. 


businesses. One is oper¬ 
ating Internet-based 
services inthe cloud— 
everything from Web- 
based programs like 
Gmail and Hotmail to the 
model used by enter¬ 
prise software company 
Salesforce.com, which 
hosts and runs high- 
level business apps for 
corporations. The other 
is the idea of offering 
an Internet-based 
platform to develop¬ 
ers who want to create 
services but don’t have 
their own cloud to run 
them on. So they rent 
storage, computation, 
and maintenance from 
someone else. 

That last function is 
the focus of a new soft¬ 
ware war, to be waged 
in the cirrus and strata. 
“There’s virtually no limit 
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to the size of this—how 
big isthe whole ITindus- 
try?” says Adam Selip- 
sky, a VP at Amazon Web 
Services. The competi¬ 
tors are the digital titans 
with their own clouds— 
dozens of server-packed 
data centers—and the 
computer-science PhDs 
who can manage them 
efficiently. Downtime 
is deadly. 

Cloud companies 
assumethat consumers 
will embrace the idea 
that much of what was 
once crunched on their 
PCs and stored on their 
hard drives will now live 
in some vague, faraway 
ether, trusting that it will 
always be there when 
they need it. As cloud 
computing becomes 
more of a reality, though, 
skeptics are pushing 
back. Richard Stallman, 
the open source guru 
who founded the Free 
Software Foundation, 
has called the trend 
“worse than stupidity; 
it’s a marketing hype 
campaign.” As Stallman 
sees it, cloud computing 
takes away the user’s 
information and locks 
it into a cloud compa¬ 
ny’s proprietary soft¬ 
ware system. In his 
ominous forecast, the 
cloud is considerably 
darker. —S.L. 
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4 WAYS 
TO WIN 


however, getting the technology was just a bonus; the real 
treasure was its founder. Gates had once described Ozzie 
as “one of the top five programmers in the universe.” 
Former Groove employees still talk about the time Gates 
visited and the two leaders got off on a tangent about 
some arcane technical point. As they bounced improvi¬ 
sations off each other, Ozzie coming up with ideas and 
Gates rocking back and forth with excitement, it was like 
watching some propellerhead version of a John Coltrane- 
Miles Davis performance. Ozzie wouldn’t be just a great 
hire—he would be the hire, the one person qualified to be 
a partner to Gates and Ballmer in revivifying Microsoft. 

But what was in it for Ozzie? Though he respected the 


The Ozzie memo was an explicit call to action, as well 
as a subtle but stern criticism of the company’s current 
state. In his description of the technological landscape, 
and despite language designed to cushion the blow, 
he told of a corporation in danger of missing the boat: 

Our products have embraced the Internet in many 
amazing ways. (Implied message: not enough.) 

But for all our great progress, our efforts have not 
always led to the degree that perhaps they could have. 
(We’re falling behind.) 

And while we continue to make good progress on 
many of these fronts, a set of very strong and deter¬ 
mined competitors is laser-focused on Internetseivices 


Not long after Ray Ozzie 
arrived at Microsoft in 
2005, he wrote a memo 
declaring that the com¬ 
pany’s survival hinged 
on a shift to cloud com¬ 
puting. Three years 
later, Ozzie and Micro¬ 
soft are finally announc¬ 
ing (though forthe most 
part not yet releasing) 
key products designed 
to fulfill that promise. 


intelligence of Microsoft’s leaders, he had been repelled by 
some of the company’s hardball tactics. In addition, Ozzie 
was a lifelong skeptic when it came to big corporations. 
Plus, he was physically rooted in the Boston area, where 
he had married a former Digital Equipment Corporation 
engineer and raised two kids. But Ozzie felt that after los¬ 
ing its antitrust case, Microsoft had tempered its bullying 
behavior. (“This is a different company,” he now says. “It 
doesn’t feel evil; it doesn’t feel inconsistent with my core 
beliefs.”) And as for his family life, his son was almost out 


and service-enabled software. (And we’re not.) 

Even beyond our large competitors, tremendous 
software-and-services activity is occurring within 
startups and at the grassroots level. (Twentysome- 
things in garages are surpassing us!) 

Many startups treat the “raw” Internet as their plat¬ 
form. (While we’re still trying to finish Vista!) 

Microsoft, Ozzie wrote, had to think and operate 
more like an Internet company and, as much as possible, 
like a Web startup. Consider ad-supported or subscrip¬ 



Codename for Azure 
Services Platform, a set 
of sophisticated tools to 
help developers manage 
their own cloud-based 
services and Web apps. 
AVAILABILITY NOW (in 

limited preview), the 
competition Free open 
source tools. 


tion business models, he advised, viral distribution, and 
experiences that “just work.” Instead of the clunkiness 
that Microsoft products so often displayed, focus on 
being “seamless.” Bottom line: Change big-time, or else. 

“We were clearly marching along some of those direc¬ 
tions, but we were taking an incremental approach,” says 
John Shewchuk, a Microsoft technical fellow who would 
become an Ozzie lieutenant. “Ray pulled it together in 
a comprehensive vision.” 

“It was a big and important memo,” says Ballmer, who 
feels that the Ozzie dispatch called for even tougher 
adjustments than Gates did in 1995. “The Internet didn’t 
require a change in business practices, just technology 
changes,” Ballmer says. “The notion of moving toward 
more subscription-based models, more ad-based mod¬ 
els, is a bigger change for more people.” 

The memo didn’t get immediate results. Basically, 
Microsoft couldn’t consider a paradigm transplant 
until Vista and Office shipped. Ozzie was undaunted. 
“I kept talking,” he says. “I began incubating certain 
things, certain new projects off to the side.” While a 
number of Gates’ duties were passed to others (notably 
to chief research and strategy officer Craig Mundie, who 
was happy to make public appearances as Microsoft’s 
tech ambassador), Ozzie took on some of Gates’ prod¬ 
uct reviews and strategy functions while quietly build¬ 
ing a team to implement the ideas in his memo. That 
team included some key personnel from Ozzie’s previ¬ 
ous enterprises. “The reason I’m here is Ray,” George 
Moromisato says. “I just believe in his vision.” Jack Ozzie, 
Ray’s brother and Groove cofounder, also came along. 

Getting the best and brightest at Microsoft to leave 
their sinecures and join Ozzie’s team was more of a chal- 


Microsoft’s long- 
awaited “operating 
system for the cloud” 
doesn’t run on a lap¬ 
top—it runs on the 
company’s thousands 
of servers. Custom¬ 
ers develop their Web- 
based businesses to 
operate on Microsoft’s 
data centers, and Win¬ 
dows Azure allocates 
resources as needed. 

EXPECTED LAUNCH DATE 

Late 2009. the competi¬ 
tion Google App Engine 
and Amazon EC2, which 
are already available. 


of college, and his daughter was just entering it, so he 
thought he could split his time between coasts. The decid¬ 
ing factor, though, was the same one that IBM had offered: 
impact. Ballmer puts the argument this way: “This is one of 
the brilliant guys of our time. Now he’s got a bigger stage, 
given by Microsoft, and a bigger transformation, driven 
by the Internet. It’s the ultimate opportunity for one of 
the world’s great drivers, thinkers, and technical minds.” 


THE FIRST MONTHS at Microsoft weren’t easy. 
Ozzie soaked in the campus culture, gently sharing his 
big ideas for the next stage of technology. “People were 
telling me, 'Go evangelize—inspire people and the com¬ 
pany will transform.’ But after six months of walking 
around the campus, I couldn’t see how we were going 
to get from point A to point B.” Microsoft was focused 
on getting its big products, a revamped Office and the 
deeply troubled Vista, out the door. “It wasn’t thinking 
about what to do next.” 

He decided to write out the thoughts he’d been brew¬ 
ing, as Gates had done a decade earlier with his famous 
Paul Revere-ish Internet memo. On October 30,2005, 
Ozzie’s manifesto, “The Internet Services Disruption,” 
was emailed to about 100 top execs and managers. (It later 
went out to everyone.) The sender wasn’t Ozzie, though, 
but Gates, who told recipients it would be “as critical as 
the Internet Tidal Wave memo was when it came out.” 


STYLED BY BALEE BANKSTON; GROOMING BY MEGHAN STOLL KAUFMAN/CELESTINE (CLOTHING CREDITS ON PAGE 231) 










Ozzie was 
breaking seldom- 
questioned 
rules in the 
Redmond Borg. 


lenge, but Ballmer's active involvement helped land 
the bigger fish. "I'm not going to break your arm to do 
this job/' he told VP David Treadwell. "But I'm going to 
twist it pretty hard.” Treadwell spared himself injury by 
becoming a key member of Ozzie's operation, heading 
up a team called Windows Live Core. 

Ozzie spent a lot of time crafting a different kind of 
work environment at Microsoft. "He was very inten¬ 
tional about getting stuff done quickly, focusing on the 
end customer,” Treadwell says. Previously, a big part of 
any development team at Microsoft was making sure its 
new product worked in lockstep with everything else 
the company produced. This "unification” criterion was 
something that Gates had always hammered on. But Ozzie 
saw that while that approach avoided annoying conflicts, 
it also tended to smother innovation in the cradle. "This 
philosophy of independent innovation—really making 
progress before you pursue serious integration, is some¬ 
thing Ray pushed very strongly,” Treadwell says. Ozzie's 
approach was to encourage people to rush ahead and 
build things. Then he'd have a team of what he calls the 
spacklers fill in the gaps and get things ready for release. 

In a sense, his teams were cultural pioneers modeling 
a more flexible, startup style of software development. 
As a signal of his new approach, Ozzie spent a lot of time 
on the physical workspace for his team. "I'm either at 
1 inch or 30,000 feet,” he says. "If there's something I care 
about, I'm on it.” He had workers rip down the labyrin¬ 
thine, catacomb-like corridors on one floor of a building 
on the Red West campus and called in architects to cre¬ 
ate a more open design. Now, walking into the Windows 
Live Core group is like leaving Microsoft and visiting a 
Futurama set. Office windows open onto hallways so that 
quick eye contact can trigger spontaneous discussions. 
Whiteboards are everywhere. Pool tables, mini-lounges, 
and snack zones draw people toward the center of the 
space rather than isolating them around the edges. 


At first, the skunk works-like nature of 
Ozzie's operation engendered suspicion and 
resentment. "There was a perception of 'Who 
are these special guys off in their own little 
space working for this new guy?' That created 
some tension,” Treadwell says. By breaking 
seldom-questioned rules of how space should 
be apportioned in the Redmond Borg, Ozzie 
was pushing against the battleship mental¬ 
ity. Management experts might appreciate 
his explanation of exactly who was putting 
up the resistance. "The company ,” he says. 
Who's that? (( They. You know—Microsoft.” 

Ozzie acted less like an executive dispatch¬ 
ing his duties per the org chart and more like 
a startup CEO in touch with every aspect of 
the process. "At first, people go, 'Whoa, what 
is this—are you a product manager? Are you 
a developer?'” Jack Ozzie says. "Then they 
warm up, and man, they just want to be part of the team 
he's leading.” That's fine for the groups he spends time 
with, but will it scale? "None of that can happen over¬ 
night,” Jack says. "It's going to have to spread from the 
people who work for him.” Also essential, Jack adds, is 
whether Ozzie's teams actually deliver: "We're a very 
results-oriented culture here.” 

THE OZZIE PROJECT that must deliver results is 
Microsoft's so-called operating system for the cloud. 
As more apps become Web-based, the raison d'etre for 
Windows—running programs on desktop PCs—becomes 
less compelling. What better way to make up for the 
decreasing importance of a desktop operating system 
than to create a dominant OS that runs services in the 
cloud? This is not only a crucial effort but one in which 
Microsoft is playing catch-up: Amazon.com went live 
with its cloud services in early 2006 and now hosts data 
storage or applications for more than 400,000 develop¬ 
ers, including the complete historical archives of The 
New York Times. Google's entire company is based on 
the premise that people want to move from desktop to 
cumulus. But Microsoft hopes to use its cloud OS (code- 
named Red Dog, now called Windows Azure) to dominate 
the cloud the way DOS and Windows did the desktop. 

Ozzie found his project lead for Red Dog in Micro¬ 
soft veteran Amitabh Srivastava, a top computer sci¬ 
entist who had been pulled from Microsoft Research 
to fix the engineering process for the troubled Vista. 
Their first meeting, at Ballmer's urging, was set for 4:45, 
which implied a hard stop after an hour or so. "One of 
the rules in my family is that nobody misses dinner,” 
Srivastava says. But when Ozzie came in, the two chat¬ 
tered like magpies, and sometime after 8 Srivastava 
realized that he had indeed missed the evening meal. 

Srivastava agreed to head Ozzie's Cloud OS project 
once Vista was done. His I continued on page 214 
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Live Mesh 


A service built on Red 
Dog that allows people 
(PC and Mac users) 
to synchronize all 
their files, photos, and 
music with all their 
devices, expected 
LAUNCH DATE 2009. NOW 
in public beta (mesh 
.com). THE COMPETITION 
Apple MobileMe. 



The next major Office 
release will include 
relatively complete 
Web versions of Micro¬ 
soft’s crown jewels— 
Excel, PowerPoint, 
Word. Users can sub¬ 
scribe or access free 
versions supported 
by ads. expected 
LAUNCH DATE 2010, but 
some apps may appear 
earlier, the competition 
Google Docs, Yahoo 
Zimbra, and Zoho—all 
available now. 















































BROCK PIERCE DOMINRTED THE $2 BILLION 
MARKET FOR SELLING UIRTURL ARMOR, SWORDS, 
AND CURRENCY TO OBSESSED GAMERS. 

THEN HIS EMPIRE CAME TUMBLING DOWN. 

AGAIN. 
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□R fl LONG TIME, maybe a year and a half, 
the game was pretty much what remained 
of Brock Pierce's life: He would wake up, sit 
down at his computer, log in, and play. Thir¬ 
teen dollars a month bought him around- 
the-clock access to this imaginary world, a 
place of perilous dungeons and enchanted 
woods where online gamers came together 
by the thousands in a never-ending quest 
for treasure. Some assumed the roles of 
dwarves or lizard-people; some were 
humans. Pierce would play for hours—as 
long as 24 hours without a break—slaying 
monsters, wresting precious coins and jewels and magic weapons 
from their corpses. Later, he added extra computers to his setup 
and taught himself to play as many as six characters at once, one 
per machine. After that he'd sit there in the glow of half a dozen 
monitors, hands flitting from keyboard to keyboard, eyes shifting 
from screen to screen, yet still, somehow, not finding time enough 
for all there was to accomplish in the game. 

"There were times I came outside," he says, "and the sun hurt." 

Pierce was 19 at the time and hardly the first young American 
male to step away from the sometimes painful light of reality for an 
extended, free-falling obsession with an online fantasy videogame. 
But it's safe to say that the reality he was shrinking from in 2000 
was not that of a typical teen. At 16, Pierce had retired from a career 
as a modestly successful Hollywood child actor; by 18 he was a daz- 
zlingly successful dotcom entrepreneur, living large on a $250,000 
executive salary and the promise of millions more in post-IPO equity. 
By his 19th birthday he had lost it all. Pierce's high-profile startup 
had flamed out in a blaze of scandal that included accusations of 
sex with minors, and he and his cofounders had found it prudent 
to leave the US. He lived now in a rented house in a strange coun¬ 
try, on the dwindling remains of a crash-ravaged stock portfolio. 

And he played the game. You could call it solace: a way to fill the 


emptiness of failure with the curiously convincing sense of pur¬ 
pose that comes from steadily amassing a make-believe digital 
fortune in magic staves and platinum coins. But in time it would 
be more than that. Much more. Soon enough, amid the daily grind 
of his obsession, he would see in the game itself a way out of the 
bleak hole he had fallen into. He would take a clear-eyed, calculat¬ 
ing look at what he and his fellow players had been doing all those 
months—at the countless hours they'd given over to the pursuit of 
purely virtual but implacably scarce commodities—and he would 
recognize it not just for the underexploited form of productivity it 
was but for the highly profitable commercial enterprise it might 
sustain. He would spend the next half decade bringing that business 
to life. And though some people would hate what he was building, 
and others would want to take it all away from him, there would 
come a day when Pierce, eight years older, could look back on an 
accomplishment that was bigger than he had ever envisioned— 
and stranger than he would ever comprehend. 

THRT DRY HRS COME, and it's a Saturday: a bright, clean Satur¬ 
day in the hills above Los Angeles, where the views from Pierce's 
$3 million house are impressive. From the poolside patio, you can 
look down across West Hollywood and Beverly Hills all the way to 
the rolling breakers off Santa Monica. In the living room, big can¬ 
vasses by high-end contemporary LA artists hang on the walls. 
The views are also impressive in the kitchen, where a row of empty 
wine bottles includes a $5,0001945 Domaine de la Romanee-Conti. 

That Pierce lives the life of a former corporate mogul at the age 
of 28 is remarkable enough in itself. Even more so, perhaps, is that 
he got here by dominating an industry in which ores, trolls, elves, 
dwarves, and minotaurs are major segments of both the customer 
base and the labor force. That industry is known to insiders as real- 
money trading, or RMT, and if I tell you now that I've made some 
money in it myself, that's not because I expect you to take it on my 
say-so that there are people who might pay as much as $1,800 for 
an eight-piece suit of Skyshatter chain mail made entirely of fiction 
and code. Or that there are millions more—players of World of War- 
craft, Age of Conan, Ever Quest, EVE Online, and other massively 
multiplayer online role-playing games (MMORPGs, or MMOs)— 
who have given other players real money in exchange for the vir¬ 
tual weapons, armor, currencies, and other sought-after items 
around which these games revolve. Or that despite the game com¬ 
panies' widespread prohibition of such transactions, their num¬ 
ber has grown to support an estimated $2 billion annual trade, 
a half dozen multimillion-dollar online retail businesses, and 
an enormous Chinese workforce earning 30 cents an hour play¬ 
ing MMOs and harvesting treasure to supply the major retailers. 














BY AGE 23 , BROCK 
PIERCE HRD BEEN 
R MOUXE STAR, MEDIR 
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MERCHANDISE. 


Pierce (below right, 
in 2005) appeared in 
The Mighty Ducks 
(above right) and 
costarred with Sinbad 
in First Kid (above) 
in 1996 before going 
into the tech biz. 


It's all true, but don't take my 
word for it: Just ask any of the 
world's 20 million MMO gamers, 
for whom real-money trading has 
become commonplace, despised 
by some as a form of cheating 
and a blight on play, accepted by 
others as a necessary shortcut 
through some of the most elabo¬ 
rate (and time-consuming) games 
ever made. I'm mentioning my own 
familiarity with RMT—I spent most 
of 2003 peddling virtual items on eBay and made, if you must 
know, a grand total of $11,356.70—only to establish that I was 
around before the virtual treasure trade got to be big business. 

Which is to say, I was around before Brock Pierce and the com¬ 
pany he founded—Internet Gaming Entertainment—made its mark 
on the industry. I was around before most people in the trade had 
even heard of IGE, let alone before it became a synonym for virtual 
currency sales. I was around when RMT as a profession was almost 
exclusively the province of small-timers like me and the very notion 
of a multinational, 500-employee virtual-items business doing over 
a quarter billion dollars in trades was practically unimaginable. 
And I was around three years later when rumors of a $60 million 
Goldman Sachs investment in IGE first broke and for a moment it 
seemed possible that Pierce had a handle on something deeper and 


more enduring than just a profitable business: the future maybe, 
not only of virtual retailing but of economic life in general. 

And I am here today, admiring the views at Pierce's LA home, 
because I figure it's my best shot at an answer to the only question I 
can think of asking in the face of a story like IGE's: How did it happen? 

Pierce, standing in his kitchen, considers the question for a moment 
and dives in, going all the way back to when he first learned there might 
be more to videogames than pure amusement: "Avid gamer my whole 
life, from a very young age," he says. "I playedMortalKombat competi¬ 
tively in arcades. Played for money at 10, hustling the 20-year-olds. 
Five bucks on whoever wins. Which, at 10 years old, is real money." 

He smiles as he talks, and it's a smile I've seen before. You may have, 

too, actually: Right there in your 
local Blockbuster on the cover 
of the 1996 Disney romp First 
Kid, in which a 15-year-old Pierce 
starred opposite the immortal 
Sinbad. His appearance hasn't 
changed much—he has the 
doe-eyed good looks and elfin 
dimensions of an eternal golden 
boy—but it's the smile that has 
changed the least. Relaxed and 
open and at the same time taut 
with the intention to appear 
relaxed and open, it's an actor's 
smile, a mask. And it occurs to 
me that if I'm ever going to get 
through to what's behind it, this 
story is going to have to begin 
somewhere else. 


THE YERR 1998 was a great time for bullshit, especially if you 
were selling it and especially if it came with the magic suffix .com 
attached. In Los Angeles, where the average media exec still didn't 
know a backslash from a flashback, this was doubly true, and 
37-year-old serial entrepreneur Marc Collins-Rector was making 
the most of it. Having just secured a fortune from the sale of Con¬ 
centric Network, one of the early dialup ISPs, he was now declaring 
that his new startup—an online video content site called Digital 
Entertainment Network—would bury old media. 

"The boob tube zombie television is dead," Collins-Rector wrote 
in a vision statement. "Global entertainment will be delivered 
over the Internet. Digital Entertainment Network will create the 
last network." This rebel assault on the Death Star of TV was to 
hinge on smart, hip video programming aimed at young people. 
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That none of this programming yet existed was a hurdle, but the 
company already had a lock on Gen-Y cred by virtue of its two 
executive vice presidents. The older of the two VPs, 23-year-old 
Chad Shackley, happened also to be Collins-Rector's lover and had 
been since he was 16. The younger of the two, age 17, was Pierce. 

Pierce had come to DEN by way of a teenage midcareer crisis. 
He had been a working actor since he was a toddler— 

"My first memory,” he says, "is of being on the set of 
a commercial when I was 3”—but the truth is that 
the work had never really been his choice: "It was my 
mother's.” He played the young Emilio Estevez in two 
Mighty Ducks films and continued to work steadily. But 
by age 16, he was ready to move on. 

He moved on to the world of business, more specifi¬ 
cally to the world of Collins-Rector and Shackley, which 
by all accounts was a lively one. They'd recently bought 
a $2.5 million mansion in Encino, California. Studded 
with waterfalls and aquariums and equipped with a 
swimming pool, a screening room, and a hot tub for 
12, the sprawling M&C Estate (for "Marc & Chad”) was 
made for parties and reportedly saw its share. Pierce 
became a fixture at the place, but ultimately his presence 
there was not about the parties. It was about the future 
that Collins-Rector and Shackley seemed to be offering 
when they invited him to join them as a founder of DEN. 

Pierce says he has no regrets about taking them up 
on it. "DEN was an incredible opportunity to learn,” he 
says. "That was business school.” But frankly, it was 
not the sort of b-school anybody wants to have on their 
resume. DEN indeed took off, and over the three years 
of its existence it went on gathering momentum, soak¬ 
ing up nearly $90 million in venture funds before self- 
destructing and becoming what it remains: a canonical 
example of dotcom-era excess and absurdity. 

The sum of DEN's creative output was a few dozen 
episodes of reality shows and teen dramedy, far too 
bandwidth-hungry for modem connections of the 
time, memorable mainly for their awfulness or the 
tragic sums of money spent in making them (or both, 
as with the stupendously cheesy $12 million pilot epi¬ 
sode of DEN's gay-teen weeper, Chad's World , pro¬ 
duced by Pierce). But the failure to perform didn't 
stop the influx of venture capital or the company's 
extravagant spending. Executives were compensated lavishly, 
especially by Internet startup standards; president David Neu¬ 
man had a salary of $1.5 million. Pierce himself, at 18, was earn¬ 
ing $250,000 and had 1 million shares of DEN stock in his name. 

In the fall of1999, plans were proceeding for a $75 million public 
offering despite news that the company had lost $20 million in the first 
half of the year on revenue of $0. But in October, one month after the 
company filed for its IPO, Collins-Rector settled a suit in New Jersey 
brought by a boy who claimed the DEN founder had sexually molested 
him over three years, starting in 1993 when he was 13. Collins-Rector 
settled the suit quickly and quietly, but the damage was done. The 
IPO was deferred, and on October 25, DEN's three founders resigned. 

More lawsuits followed, other young men naming all three former 
DEN executives in sexual harassment claims. Some $4.5 million in 


judgments were awarded by default—Pierce insists he didn't even 
know about them, and according to one of Pierce's former attor¬ 
neys, the claims against him were later dismissed. But at the time, 
nobody could locate the defendants to collect. 

Pierce knew exactly where he was: "I ended up getting lost in 
EverQuest for a year and a half.” 



BY THE TIME DEN finally laid off its last employees in May 2000, 
the founders were living quietly in Spain, in the seaside resort town 
of Marbella. Pierce, however, was spending most of his time in 
another place altogether: the magical universe of Norrath, in which 
EverQuest (then the Western world's biggest MMO) took place. 

The relative appeal of Norrath wasn't hard to explain. Spain was 
nice enough, but it was still undeniably part of the same real world 
in which Pierce's fortunes had lately gone to crap. "I had thought I 
was going to be a billionaire,” Pierce says. "I had all this stock, and 
now it was worthless.” 

In the real world Pierce was just a 19-year-old washed-up child 
actor living far from home and going slowly broke. But in Norrath 
he was none of that. In Norrath he was the dark-elf wizard Athrex, 
and he was a champion. He played on EverQuesfs Vallon Zek server, 












HON THE UIRTURL GOLD TRADE NORKS 

IGEmade hundreds of millions of dollars as middleman for Western gamers 
eager to outsource the boring aspects of play to low-wage third worlders. 



STEP 1 

MMQs like World of War craft keep players hooked 
with the promise of big-ticket loot like, say, this epic 
Hying mount. St costs 6,000 gold pieces—weeks of 
in-game work—to acquire such a sweet ride. 




STEP 2 

But thanks to IGE, you can Stave a flying steed in 
a few hours! The company maintains a Web site 
that’s sort of like Amazosi.com, except customers 
spend their dollars on virtual gold. 



A* 

A J 

• 

WvJ-'/ 

* 

v ' *■ . 

& 



STEP 3 

IGE acts as a middleman between customers and 
gold farmers: groups of players in low-wage coun¬ 
tries who slay monsters and rack up in-game cash 
for the explicit purpose of reselling it. 
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Black Dragonflight US ■ 
WoW Gold 
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Items Accounts Power Leveling 


Gold 500 
$12.49 


Gold 1,000 
$24.49 
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STEP 4 

Choose how much currency you want to buy. The 
exchange rate is about 2 cents per unit of gold. Pro¬ 
ceed to checkout, where there are a dozen payment 
options fall major credit cards are accepted j. 



STEP 5 

IGE arranges for the purchaser to meet with a deliv¬ 
ery agent, who hands over the virtual cash. Items 
can be sent through in-game email, but that’s 
rumored to entail a greater risk of being spotted. 



STEP 6 

The player can then use the in-game gold to buy 
that virtual steed, along with the skills required 
to ride it. Total real-world cost: $146.94. Hours of 
monotonous in-game labor dodged: about 60. 


by far the most competitive of the three 
dozen subcommunities into which the 
Ever Quest player population was segre¬ 
gated, and even there he stood out. "There 
would be server-wide tournaments and I 
would win them/' he says, proud even now 
of his skill in both combat and the end¬ 
less grind of monster killing and gradual, 
relentless "leveling up" that defines MMOs. 

Pierce was a pioneer of the art of "six-boxing": Hopping between 
half a dozen computers, he would run his dark elf and five little 3-D 
helpers through dungeons designed to kick the ass of all but the best- 
trained and best-equipped player groups. He got so good he could reli¬ 
ably kill the mushroom-headed Myconid Spore King, thus securing 


a regular supply of enchanted 
Fungi Tunics, which dropped 
from its corpse. In MMO-speak, 
Pierce was now single-handedly 
"farming" Fungi Tunics— 
acquiring them as a matter of 
routine. This coveted piece of 
armor sold for up to 50,000 
Norrathian platinum pieces, an 
amount of virtual money that 
took most players a full 150 
hows to earn. That much virtual 
loot could cost $500 on eBay. 

Pierce knew how much real 
money his farming could have 
earned him. By then he was ris¬ 
ing to prominence in Vallon Zek's 
premier guild, Twelve Prophets, 
led by Swiss 18-year-old Alan 
Debonneville, who in addition to 
managing the guild was selling 
EverQuest items and currency 
on the side. "I was in charge 
of the market on my server," 
Debonneville says. "I would net 
$6,000 to $8,000 per month." 

Pierce had certainly thought 
about turning pro. Before DEN 
took off, in fact, he'd started 
a business in virtual trading 
cards in the online game Sanc¬ 
tum and had pulled down $30K a 
year. And it wasn't a legal issue: 
"There clearly was a market for 
selling virtual items for real 
money," Pierce says. "It was 
less clear that it was against 
the rules, and it was certainly 
not against the law anywhere." 
But what held Pierce back was 
a problem of scale: He still was 
looking for a way back to the 
multimillion-dollar business 
world he'd run away from, and 
somehow the $13-a-month 
fantasy world he'd run away 
to didn't seem like the place 
he'd find it. The kind of busi¬ 
ness it would take to fit Pierce's 
ambition—a truly corporate 
retailer of the virtual, com¬ 
plete with org chart, business 
plan, and potential IPO—was without precedent. It was a thing so 
improbable and awesome, come to think of it, that actually mak¬ 
ing it happen might redeem not just the years he'd lost to DEN but 
the additional year and a half he had now spent doing little else 
but play a videogame. I continued on page 216 


IN THE REAL 
WORLD, PIERCE 
WAS A DOTCOM 
WASHOUT ON THE 
RUN. IN NORRATH, 
HE WAS DARK-ELF 
WIZARD ATHREX. 
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THE OTHER PLAYER 
RAISES HIM BACK. THAT ; S 
AN AGGRESSIVE MOVE. 


THE ADVENTURES OF POLARIS, THE POKER-PLAYING ROBOT 

BY JULIE REHMEYER 


— 


AN FOX 


WELCOME BACK TO ANOTHER WHITE-KNUCKLE HAND 
OF ONE-ON-ONE, LIMIT TEXAS HOLD 'EM. AT OUR 
FEATURED TABLE: IJAY "DOUGHNUTZ" PALANSKY, 
HARVARD-TRAINED LAWYER TURNED PROFESSIONAL 
CARD PLAYER. TOOK IN NEARLY $1 MILLION IN 2007 
PLAYING ONLINE. HE'S GONE UP AGAINST THE BEST, 
BUT THIS MIGHT BE HIS TOUGHEST CHALLENGE YET. 


DOUGHNUTZ STARTS WITH AN 
UNSUITED JACK-FIVE. NOT GREAT, 
BUT WORTH A BET. LOOKS LIKE HE'S 
GOING TO THROW IN A $1,000 
RAISE, PRESSING HIS OPPONENT. 
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DOUGHNUTZ COULD 
RERAISE, BUT HE JUST CALLS THE 
BET. HE'S SHOWING A LITTLE 
CAUTION HERE, WHICH COULD BE WISE 
AFTER ALL, HOW CAN YOU PLAY ... 



ill 


■WELL, WE TOOK SOME LIBERTIES WITH THE ART. 










































































COMPUTERS AREN'T GOOD AT 
THAT KIND OF ANALYSIS. 


WE WERE LOOKING 
FORA CHALLENGE 


BUT NO COMPUTER HAS EVER TAKEN 
DOWN A HUMAN POKER CHAMPION. IN 
POKER, YOU HAVE TO MAKE SMART 
GUESSES, SQUEEZING INSIGHTS OUT 
OF YOUR OPPONENT'S BEHAVIOR OVER 
THE COURSE OF A MATCH. 


IN MANY WAYS, TODAY'S SHOWDOWN 
BEGAN TWO YEARS AGO, WHEN A 
TEAM OF COMPUTER SCIENTISTS AT 
THE UNIVERSITY OF ALBERTA BEGAN 
BUILDING A COMPUTER THAT COULD 
MASTER LIMIT TEXAS HOLD 'EM. 



IT'S LUCKY WE'RE GOOD AT MATH. 
BECAUSE WE SUCK AT POKER. 


WE WANTED TO 
CREATE A PROGRAM 
THAT COULD DISCOVER 
THAT STRATEGY FOR 
HOLD 'EM. 


STILL, A POKER-PLAYING 
COMPUTER IS THEORETICALL Y POSSIBLE. 
MATHEMATICIAN JOHN NASH POSITED 
THAT EVERY ZERO-SUM GAME BETWEEN 
TWO OR MORE PLAYERS CONTAINS 
>1 STRATEGY GUARANTEED NOT TO LOSE. 


MIKE 30HANS0N (LEFT) 
AND MICHAEL BOWLINS 


tolas 


r 
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DOUGHNUTZ IS SLIGHTLY BEHIND IN 
THIS HAND, ALTHOUGH HE DOESN'T KNOW THAT 
BECAUSE HE CAN'T SEE POLARIS' CARDS. 


WHAT A MATCHUP, FOLKS. DOUGHNUTZ 
HAS PLAYED 92 HANDS AGAINST 
POLARIS, THE PROGRAM CREATED BY 
THE UNIVERSITY OF ALBERTA TEAM. 
SO FAR, POLARIS IS DOWN BY $12,500. 
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DOUGHNUTZ 

RAISES. 

I LIKE THIS 
PLAY—HE'S GOT 
SO MANY 
POSSIBLE HANDS 
HERE. HIS FIVE 
OF HEARTS 
WOULD MAKE A 
PRETTY LOW 
FLUSH, BUT HE 
CAN STILL BLUFF 
SUCCESSFULLY 
WITH STRONG 
BETS LIKE THIS 
ONE. 


WHOA/ THAT'S A 
GREAT FLOP FOR 
DOUGHNUTZ/ HE'S ONE 
HEART AWAY FROM 
A FLUSH, AND ANY FOUR 
OR NINE WILL GIVE HIM 
A STRAIGHT. EVEN PAIRING 
HIS JACK OR FIVE WOULD 
HELP. PUT IT ALL TOGETHER 
AND HE'S GOT A 
bb PERCENT CHANCE OF 
ENDING UP WITH THE 
STRONGEST HAND. 
POLARIS' MEASLY PAIR OF 
TWOS DOESN'T LOOK SO 
GOOD ANYMORE. 




BUT THAT ISN'T 
STOPPING POLARIS, 
WHO COMES OUT 
WITH A $1,000 BET/ 


I DON'T KNOW WHAT POLARIS 
IS DOING RAISING HERE. IF 
DOUGHNUTZ HAS ANY HAND AT ALL, 
EVEN PAIRING ONE OF THE CARDS 
ON THE BOARD, POLARIS IS TOAST. 
NO HUMAN WORTH THEIR SALT 
WOULD PLAY THIS WAY. 


ANOTHER RAISE FROM 
DOUGHNUTZ. WE'RE GETTING 
QUITE A POT HERE. 



THAT'S THE MAXIMUM NUMBER 
OF RAISES THIS ROUND, SO 
POLARIS JUST CALLS. WOW. THIS 
IS SOME VERY AGGRESSIVE 
PLAY FROM POLARIS. 















































































RATHER THAN TEACH 
POLARIS STRATEGY, WE 
INPUT THE BASIC RULES OF 
LIMIT HOLD 'EM AND GAVE 
IT A RANDOM STRATEGY: 
FOLD ONE-THIRD OF THE 
TIME, RAISE ONE-THIRD OF 
THE TIME, CALL ONE-THIRD 
OF THE TIME, REGARDLESS 
OF CARDS. AT FIRST, IT 
MADE SOME DUMB PLAYS. 


BUT EVERY TIME 
POLARIS LOST, IT 
LEARNED WHATNOT TO 
DO, AND IT GOT 
SMARTER. EVENTUALL Y 
IT DEVISED A STRATEGY 
APPROACHING 
NASH'S IDEAL. 


BUT IN POKER, 

YOU DON'T JUST WANT TO 
WIN—YOU WANT TO 
W/N BIG. TO DO THAT, 
YOU'VE GOT TO TAKE 
ADVANTAGE OF 
YOUR OPPONENT'S 
WEAKNESSES. SO AFTER 
POLARIS LEARNED BASIC 
STRATEGY, WE GAVE 
IT VARIOUS PERSONALITIES, 
EACH DESIGNED TO 
EXPLOIT A DIFFERENT 
PLAYING STYLE 


EVENTUALL Y, POLARIS DEVELOPED 
FIVE PERSONALITIES, FROM 
GREEN- THE MOST PASSIVE- TO 
ORANGE- THE MOST AGGRESSIVE. 


FOR INSTANCE, BY TELLING POLARIS 
TO THINK OF EVERY POT AS LARGER THAN 
IT ACTUALL Y IS, WE COULD GET IT TO 
PLAY MORE AGGRESSIVELY. 


'MSm 



OOPS-NOT 
ANYMORE/ THAT 
TWO JUST GAVE 
POLARIS THREE OF 
A KIND AND THE 
EDGE IN THE HAND. 

IF POLARIS 
WEREN'T PLAYING 
SO AGGRESSIVELY 
IT WOULD HAVE 
ALREADY FOLDED/ 


A LOT OF 
PRESSURE HERE. 
THAT'S A $14*000 
POT; WHOEVER 
WINS WILL 
GAIN A HUGE 
ADVANTAGE. AND 
YOU HAVE TO 
LIKE 

DOUGHNUTZ'S 
CHANCES 
RIGHT NOW. 
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NOT SURPRISINGLY, 
POLARIS PUSHES 
$2,000 INTO THE POT. 


POLARIS NEEDS TO DECIDE WHICH OF 
ITS PERSONALITIES TO USE AGAINST WHICH 
PLAYER. THAT'S HARD. IT CAN'T JUST PLAY 
A BUNCH OF HANDS AS EACH PERSONALITY 
AND SEE WHICH PERFORMS BEST- 
THE GAME WOULD BE HALF OVER BY THEN. 


POLARIS ALSO 
CAN'T GO BACK AFTER 
THE FACT AND ANALYZE 
WHAT MIGHT HAVE 
HAPPENED IF 
IT HAD PLAYED A HAND 
MORE OR LESS 
AGGRESSIVELY, 
BECAUSE IT CAN'T 
KNOW HOW ITS 
OPPONENT WOULD 
HAVE RESPONDED TO 
DIFFERENT PLAY. 


DOUGHNUTZ FIRES BACK, AND 
ITS NOT A TERRIBLE PLAY. HE STILL 
JUST NEEDS A HEART, A FOUR, 
OR A NINE TO COMPLETE HIS FLUSH 
OR STRAIGHT AND WIN THE HAND. 


BUT POLARIS HAS ONE INNATE 
ADVANTAGE OVER A HUMAN PLAYER: 
IT KNOWS ITS OWN STRATEGY 
PERFECTLY. IT CAN USE THAT 
KNOWLEDGE TO CALCULATE WHICH 
OF ITS PERSONALITIES WOULD PLAY 
ANY GIVEN HAND MOST EFFECTIVELY. 
LET'S SAY POLARIS WAS PLAYING AT 
MEDIUM AGGRESSIVENESS-CALLING 
WITH A PAIR OF SEVENS. WE ASKED 
IT TO PRETEND IT WAS HOLDING 
A DIFFERENT HAND THAT WOULD 
CAUSE ITS MORE AGGRESSIVE 
OR LESS AGGRESSIVE PERSONALITY 
TO CALL AS WELL. 


POLARIS IS A 
68 PERCENT 
FAVORITE, BUT 
DOUGHNUTZ 
DOESN'T KNOW 
THAT, AND HE'S 
HOPING AN 
AGGRESSIVE PLAY 
WILL PAY OFF. 


A CALL FROM POLARIS. I'D 
EXPECT A RAISE CONSIDERING ITS 
CARDS—MAYBE IT'S TRYING TO 
DOWNPLAY THE STRENGTH OF ITS HAND. 
THE POT STANDS AT $22,000 AS WE 
GO TO THE FINAL CARD. 


SO, FOR INSTANCE, A LESS AGGRESSIVE 
PERSONALITY MIGHT CALL WITH A PAIR OF 
KINGS. A MORE AGGRESSIVE ONE WOULD 
CALL WITH AN UNSUITED TWO-NINE. 
POLARIS WOULD THEN KEEP TRACK OF 
WHETHER IT WOULD HAVE WON WITH THOSE 
HYPOTHETICAL HANDS. IT COULD 
DETERMINE PRETTY QUICKLY WHICH 
PERSONALITY WOULD PERFORM BEST 
AGAINST A PARTICULAR PLAYER. 
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LAST CARD. 
DOU6HNUTZ IS DEAD 
UNLESS HE CAN PICK UP 
A HEART OR COMPLETE 
HIS STRAIGHT. 






WELL, THAT DOESN'T HELP 
ANYONE. DOUGHNUTZ HOLDS 
THE LOSING HAND. HIS ONLY 



AND POLARIS DECIDES NOT TO 
BET, CEDING CONTROL OF THE TABLE 
TO DOUGHNUTZ/ THIS COULD BE A BIG 
OPPORTUNITY; DOUGHNUTZ 
MUST THINK THAT HE CAN PUSH 
POLARIS OUT OF THIS POT. 


SURE ENOUGH, DOUGHNUTZ BETS 
ANOTHER $2,000. THAT'S 
A TOTAL OF $24,000 IN THERE. 



POLARIS RAISES ANOTHER $2,000/ THAT 
CHECK-RAISE IS INCREDIBLY SOPHISTICATED- 
PRETENDING TO SHOW WEAKNESS IN ORDER TO 
SUCKER AN EXTRA BET OUT OF DOUGHNUTZ. 



DOUGHNUTZ 
FOLDS, GIVING POLARIS 
A MONSTER POT. 


IN THE ENDWE RAN SIX MATCHES 
AGAINST TWO LIVE OPPONENTS 
CONTROLLING FOR LUCK. POLARIS 
OUTPERFORMED THEM BY A TOTAL 
OF ABOUT $200,000. HD 
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BY CARL HOFFMAN // PHOTOGRAPHS BY ANDREW HETHERINGTON 



Electron microprobes. 

3-D imaging. Indicator 
minerals. And a helicopter. 
How a rogue geologist 

discovered 
a diamond 
mother lode 
deep in the 
Canadian 
Arctic. 


The Seeker 


Behind an 
unmarked 
door in a faded 
business 
park outside 
Kelowna, British Columbia, in 
a maze of rooms crowded with 
desks, computers, and floor-to- 
ceiling shelves, Chuck Fipke > 


Diamond hunter Chuck Fipke with maps of potential new discoveries. Above: Stones from the Ekati mine. 












The wilderness 

around Snap Lake, in 
Canada’s Northwest 
Territories (above), 
conceals a trove of 
diamonds. The site is 
one of four mines (left) 
established in Canada 
in recentyears. 


sifts through 20-pound bags of dirt. 

"We take samples, hey, from gravel and 
streambeds all over the world," Fipke says. 
He sieves the earth, runs it through magnetic 
drums and centrifuges and electromagnetic 
separators. Then his technicians, working 
with scanning electron microscopes, sepa¬ 
rate out grains and mount them on postage- 
stamp-sized squares of epoxy. It's painstaking 
work but worth the trouble. Fipke has learned 
to understand those grains of dirt, and that 
understanding has led him to diamonds. 

Eighteen years ago, there was no such thing 
as a Canadian diamond—as far as anyone 
knew. Diamonds came mostly from Australia, 
Botswana, South Africa, Namibia, and Russia. 
De Beers mined 75 percent of the world's out¬ 
put, much of it tainted by controversial "blood 
diamonds," sold to fund African wars. 

Today, Canada is the world's third-larg- 
est producer, by value, of rough stones. 
In the Northwest Territories, BHP Billiton's 
Ekati mine has been producing since 1998 
and Rio Tinto's Diavik mine since 2003. 
De Beers opened its first Canadian mine, 
at Snap Lake, in July—a confirmation that 
Canada is the new center of the world. 

The story behind the addition of Canada to 
the ranks of diamond-producing nations leads 
back to one man: a short, absentminded Cana¬ 
dian geologist named Chuck Fipke. When he 
discovered diamonds in Lac de Gras, North¬ 
west Territories, in 1991, he started the largest 
staking rush in North America since George 


Carmack found gold in 
the Klondike a century 
earlier. And he's not 
finished: He's prospect¬ 
ing around the world, 
toting gravel samples 
back to his lab in British 
Columbia to figure out 
where to look for his 
next big strike. 

In 1970, fresh out Of the University 
of British Columbia with a degree in geology. 
Chuck Fipke signed on with mining company 
Kennecott Copper to look for gold and cop¬ 
per in Papua New Guinea. A helicopter would 
drop him off alone in the middle of a jungle, 
and pick him up at the end of the day. The 
terrain was so rough that the chopper often 
couldn't land—Fipke would just leap out 
as it hovered close to the ground. One day 
he turned around to face 20 locals, arrows 
strung. He raised his arms, slowly removed 
his vest, and offered it to "the one who 
looked like the chief." By the time the helo 
returned for him, Fipke was in his under¬ 
pants clutching a fine array of tribal shields, 
bows and arrows, and fetishes. "I've got 
an amazing collection of stuff!" he says. 

Fipke is a small man with a shaved head, a 
burnished tan, piercing blue eyes, and fore¬ 
arms like Popeye's. As a kid, his frantic start- 
stop mind made people think he was stupid. 
After getting his high school girlfriend preg¬ 


nant, he agreed to many her... and then failed 
to showup for the wedding. (The couple even¬ 
tually married after the baby was born.) He 
stutters and says "hey" in almost eveiy sen¬ 
tence. He frequently loses Ms glasses and Ms 
keys, shows up late to appointments, and has 
a history of spending prodigious amounts 
of money in strip joints. His nicknames 
have included Captain Chaos and Stumpy. 

After stints in the Amazon, Australia, 
and South Africa, Fipke opened a mineral 
separation laboratory in British Colum¬ 
bia in 1977. A year later, Superior Oil hired 
him to go back into the field—to look not 
for metals but gems. 

The company already had a search method. 
A couple of years prior, a geologist named 
John Gurney, working with Superior's money 
at the University of Cape Town, hypothe¬ 
sized that certain common minerals might 
reliably form alongside diamonds. He used 
an electron microprobe to analyze geologi¬ 
cal structures called kimberlite pipes—the 































places you occasionally (but not often) find 
diamonds—and discovered that the presence 
of chromite, ilmenite, and high-chrome, low- 
calciumgamet did indeed predict arich strike. 
He examined a host of pipes in South Africa 
that had these so-calledindicator minerals and 
published a paper explaining his results. 

Fipke heard about Gurney's work on a tour 
of De Beers' Finsch Mine in South Africa 
and quickly turned himself into an expert 
on indicator minerals—combining what he 
understood of Gurney's work with results 
coming out of Russian labs and his own skills 
with field sampling. Superior had worked 
with Fipke before, back in his gold mining 
days, so by the time the company wanted 
someone to go look for kimberlite pipes 
northwest of Fort Collins, Colorado, Fipke 
was the best choice. He found half a dozen, 
but like 98 percent of the kimberlite forma¬ 
tions in the world, they didn't contain dia¬ 
monds in commercially viable quantities. 

But Fipke knew that, 100 miles under 
those pipes, was a craton, a thick, old 
chunk of continental plate where diamonds 
form. Kimberlite pipes are created when 
magma bubbles up through a craton, 
expanding and cooling on its way up. If 
the craton has diamonds in it, the result is 
either a carrot-shaped, diamond-studded 
pipe reaching up to the surface or a wide, 
flat underground structure called a dike. 

Fipke also knew thatthe craton under¬ 
neath the pipes he had found ran all the way 


up the Rockies. With Superior's backing, he 
teamed up with a geologist and pilot named 
Stewart Blusson, formed Dia Met Minerals, 
and headed north. 

By 1981, the two men were sampling the 
ground in Canada; they would eventually 
secure mining concessions on 80,000 square 
miles. “It was just me and Sewart and a float¬ 
plane," Fipke says. “We took 
all the supplies and all the 
samples in ourselves.” 

De Beers geologists, it 
turned out, were already 
there, relying on their own 
indicator mineral formulas. 

But Fipke and Blusson sur¬ 
mised that the indicators De 
Beers found had in fact been 
dragged far from the kim¬ 
berlite pipe eons ago by a 
passing glacier. What they 
needed to do was look 
“upstream" for the point of 
origin. Fipke got ahelicopter 
and flew back and forth over 
the Arctic Circle, using a magnetometer to 
track variations in magnetic field that would 
suggest kimberlite. After thousands of miles 
and hundreds of hours in the air, he found a 
promising site near Lac de Gras, a barren 
world of lakes and rock and muskeg a few 
hundred miles outside the Arctic Circle. 

He'd been surveying for eight years. He 
hadn't found a single diamond. Superior had 


abandoned the diamond business. DiaMet's 
stock was trading at pennies a share. But 
based upon a few samples, Fipke estimated 
a diamond concentration at Lac de Gras of 
more than 60 carats per 100 tons—with about 
a quarter of the stones of good quality or 
better. (In kimberlite pipes that have gem- 
quality stones in commercial quantities, a 


concentration of 1 carat—0.2 grams—per 
100 tons can be profitable.) After six months 
of sampling, Fipke went public. It was 1991, 
and he had found a kimberlite pipe (buried 
under 30 feet of glaciated sediment) with a 
concentration of 68 carats per 100 tons—the 
first Canadian diamonds ever found. Shares 
of Dia Met rocketed to $70. Fipke had part¬ 
nered with mining giant Broken Hill Propri- 


Chuck Fipke’s first 
Arctic diamond strike 
yielded 68 carats 
per 100 tons of dirt. 


One carat per 100 
tons can be profitable. 



























etary Company (now BHP Billiton) to get the 
diamonds out; BHP opened the Ekati mine 
at Lac de Gras in 1998. Soon Dia Met's 29 per¬ 
cent share of the mine was worth billions. 
Fipke would go on to sell his chunk to BHP 
for $687 million, retaining 10 percent owner¬ 
ship in the mine, worth another $1 billion. 

Today Canada's diamond business is 
soaring. The country's four working mines 
produced 17 million carats in 2007, up 
23 percent from 2006. Diamonds from 
Canada now account for 10 percent of 
all diamonds by carat sold in the world. 
And the addition of more diamonds to the 
global market hasn't driven prices down. 
Average carat value has actually risen 15 
percent, and the gems from the far north are 
untainted by the bad publicity that comes 
from an association with African wars. 

Shortly before Fipke sold most of his 
Ekati claim to BHP Billiton, his marriage, 
faltering for years after so much time in 
the field, fell apart. At the time it was the 
largest divorce settlement in Canadian 
history. "Cost me $200 million, hey," Fipke 
says. "Best money I ever spent!" 

Fipke now has mining projects in 
Morocco, Greenland, Canada, Angola, and 
Brazil. His laboratory bookshelves are heavy 
with mineral guides—and the family histo¬ 
ries of thoroughbreds. Besides diamonds, 
he's now obsessed with horse racing. "It's 
a huge challenge, hey, and I like challenges 
even if they're risky," he says. "And I think 
I'm really going to do spectacularly well with 
horses." So far, so good: He has more than 
50 brood mares in Ireland and Kentucky 
and 20 racehorses all over the world. His 
horse Tale of Ekati placed fifth in this year's 
Kentucky Derby. "I always go to the Derby 
with Bo Derek," he says, unlocking the door 
to a windowless room piled with maps and 
electron microscopes and computers. 
"She's a good rider, and she knows horses. 
And she's a lot of fun, hey! I'm gonna do 
for horse racing what I did for diamonds!” 

Whether or not Fipke actually turns out 
to have an eye for horseflesh, his eye for 
the characteristics of crystals is unparal¬ 
leled. He shows me rooms of glass flasks 
and tubes, the equipment for analyzing 
all those gravel samples. I peek through a 
microscope and see a rainbow treasure of 
sparkling gems: green chrome diopsides and 
red garnets—the low-calcium, high-chrome 
G-lOs that mean diamonds are nearby. 


Over many years in the field and the lab, 
Fipke has refined his understanding of this 
unique stew of minerals. "Everyone now 
knows that G-10 garnets with low calcium 
might lead you to diamonds, hey," Fipke 
says. "But how do you distinguish between 
a Group 1 eclogitic garnet that grew with a 
diamond and a Group 2 eclogitic garnet that 
didn't? They look the same." Custom soft¬ 



ware compares the grains' shapes and chem¬ 
ical compositions, analyzes them against 
1,000 minerals that are intergrown with 
diamonds, and compares them against 10 
fields of mineral groupings. If seven to 10 of 
the fields from one pipe overlap, Fipke says, 
"there's no doubt; it's full of diamonds. No 
one else out there can distinguish between 
these similar tiny particles of minerals that 


Processing Plant 



Buried 
Treasure 


Illustration by bryan Christie 



1) Identification 

An electron microprobe analyzes 
kimberlite samples where common 
minerals like garnet, chromite, 
and ilmenite can indicate the pres¬ 
ence of diamonds. Core samples 
and borehole radar build 3-D com¬ 
puter models and maps of the kim¬ 
berlite formation—in this case, a 
3-mile-wide dike that runs 300 feet 
underthe Snap Lake bed in north¬ 
western Canada. 


2) Extraction 

Canadian mines are so remote that 
all heavy equipment and fuel must 
be brought in by Ice road in January 
and February. The working parts of 
the mine are located in bedrock gran¬ 
ite 90 feet beneath the kimberlite. At 
the kimberlite faces, explosives blow 
about 1,700 tons of rock per shift. 



















grow with a diamond and ones that don't." 

"Look," he says, opening a folder on 
a table. He has thousands of photos of 
mineral grains magnified to the size of 
golf balls. Some are all sharp corners and 
jagged edges, some rounded. Since ero¬ 
sion and age wear the minerals down, "we 
can tell when we're getting closer to the 
source. If the edges are sharp, hey, we know 


they haven't traveled far from the pipe." 

That level of geographic precision has 
allowed Fipke to stake more claims. He's 
even working in areas of Brazil where De 
Beers hasn't been able to turn a profit. "And 
Angola. Angola has the richest alluvial dia¬ 
mond river in the world," he says, "and there 
are thousands of diamond works there. But 
we're looking for the source pipes." Five 


years ago Fipke started making magnet¬ 
ometer survey flights over the Kwango River. 
Having identified 100 possible targets, he 
now has 40 men taking core samples 900 
to 1,200 feet under the riverbed. "I'm there 
at the camp at least three times a year, hey, 
and it's much harder than in the Arctic. Your 
drilling equipment just gets buried in enor¬ 
mous piles at customs in Luanda and you 



4) Purification 

Back above ground, con¬ 
veyor belts pass the 
ore through scrubbers, 
screens, and crushers that 
breakthe chunks into a 
clayey mud and separate 
out likely diamonds. The 
dried, hard stones travel 
through more layers of 
screens, x-ray sorters, and 
lasers, leaving nothing but 
diamonds at the end. 


Kimberlite 

Dike 


3) Preparation 

Trucks carry the kimberlite 
to an underground “Jaw 
crusher” that reduces 
the rockto 3- by 6-inch 
chunks. Al-mile conveyor 
belt transports the ore 
up out of the mine and into 
the processing plant. 
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can't get it. In the Northwest Territories it 
was cold, hey, and Ml of snow, but you get a 
good parka and you're a bug in a i*ug. Angola 
is the most inefficient place on earth!" 

I start to ask another question, but Fipke 
has something else in mind. “I'm hungry, 
hey," he barks, as the door to the map room 
slams shut behind us. "Do 
you like oysters?” But 
we're not going anywhere: 
He has locked his keys in 
the room and has to call 
someone to drive in and 
open up his office. 

We finally head into 
town. "Hi, Chuck!" says 
the hostess, leading us 
to the back room of a 
hip Asian fusion place. 
Around a long table sit 23 
young women, all sport¬ 
ing stilettos and big hair. 
"Chuck!" they shout. We 
have, it seems, shown up 
at the bachelorette party 
for Fipke's granddaughter. 
The hostess seats us at the 
next table. Fipke orders 
four dozen oysters and a 
bottle of wine that has to 
be driven to the restaurant 

prepare to blow f rom some special cellar, 

up a rock face. 

and a young women shim¬ 
mies into the booth next to Fipke. "Chuck,” 
she says, kissing him on the cheek, "do 
you think you can pay for us all tonight?" 

"Sure," Fipke says, beaming. 

"Do you remember this?" says another 
woman—his daughter, it turns out, who 
slides in next to him, holding up a purse. 
"You bought it for me!" 

With Fipke suddenly bankrolling the 
night, the girls break loose, and the res¬ 
taurant staff starts hauling out the bottles 
of champagne. Pretty soon a couple of lasses 
are dancing on the tables, the oysters are 
slipping down, a second bottle of rare wine 
is being decanted, and Fipke is remixing the 
menu like Danny DeVito in Get Shorty. 

And the tales spill forth: three week forays 
into the Peruvian Amazon, travels with the 
Kalahari Bushmen of Southern Africa, vis¬ 
its to the pygmies of the Ituri forest in the 
Congo. "I'd just leave my family and go, hey," 
he says. "I was really into native culture.” 

Somebody asks him about Brazil, and 
it reminds him of something important. 


The De Beers 

mine at Snap 
Lake is a 
labyrinth of 
crushers and 
separators. 
Above, miners 


“Caipirinhas!” he shouts out of the blue. 
"I want 25 caipirinhas!" 

When the bill arrives, it's 3 feet long 
and $4,000. Fipke pays up, and we spill 
into the night—his daughter and grand¬ 
daughter and their friends and now boy¬ 
friends, who joined us in the restaurant. On 
the street, Fipke suddenly leaps into the air 
and delivers a solid, suede loafer-clad foot to 
the head of a parking meter. "I fucking hate 


“We drilled and 
drilled all winter, 
when it was dark 
and the windchill 
was 80 below. 


Everyone 
thought I was 
crazy.” 


parking meters, hey!" he shouts. He jumps 
and kicks another one, and then erupts into 
a fit of giggles. 

We are ushered past the velvet rope at 
the Cheetah Lounge, Kelowna's classi¬ 
est strip joint, and Captain Chaos orders 
another round of caipirinhas for everyone. 
Three generations of Fipkes pound drinks 
as naked women dangle upside down from 
poles onstage. 

The room is spinning by the time Fipke 
takes me aside and lays a big warm hand on 
my arm. "Hey," he says, "here's the thing. I 
learned that I did my best. I mean, I really 
tried my best. How many people can say 
that? I worked hard, and I mean really hard. 
I worked seven days a week from 8 am until 
3 am. Every day. We drilled and drilled all 
winter when it was dark and the windchill 
was 80 below. Everyone thought I was crazy. 
But most people just never do their best, 
hey. And I did." HO 
/////////////^^^^ 

Contributing editor carl hoffman (carl 
hoffmn@earthlink.net) wrote about the pri¬ 
vate space company SpaceXin issue 15.06. 





















□ It’s the hack that could bring down the 

□ Internet—an apocalyptic, easy-to- 

□ exploit flaw at the core of the network. 
D How dan kaminsky and a secret geek 

□ A-team saved the World (Wide Web). 
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a balding, slightly overweight, perpetually T-shirt-clad 26-year- 
old computer consultant named Dan Kaminsky decided to get in 
shape. He began by scanning the Internet for workout tips and read 
that five minutes of sprinting was the equivalent of a half-hour jog. 
This seemed like a great shortcut—an elegant exercise hack—so 
he bought some running shoes at the nearest Niketown. That same 
afternoon, he laced up his new kicks and burst out the front door 
of his Seattle apartment building for his first five-minute workout. 
He took a few strides, slipped on a concrete ramp and crashed 


53 to access the open DNS con¬ 
nection and get online. It was free 
but super-slow, and his friends 
mocked him mercilessly. To Kamin¬ 
sky that was an irresistible chal¬ 
lenge. After weeks of studying the 
minutiae of DNS and refining his 
hack, he was finally able to stream a 
12-second animated video of Darth 


to the sidewalk, shattering his left elbow. 

He spent the next few weeks stuck at 
home in a Percocet-tinged haze. Before the 
injury, he'd spent his days testing the inner 
workings of software programs. Tech com¬ 
panies hired him to root out security holes 
before hackers could find them. Kamin¬ 
sky did it well. He had a knack for breaking 
things—bones and software alike. 

But now, laid up in bed, he couldn't think 
clearly. His mind drifted. Running hadn't 
, ~ worked out so well. Should he buy a station- 

;:r ary bike? Maybe one of those recumbent 
jobs would be best. He thought about par- 
ill tying in Las Vegas... mmm, martinis... and 


recalled a trick he'd figured out for getting 
free Wi-Fi at Starbucks. 

As his arm healed, the details of that Star- 
bucks hack kept nagging at him. He remem¬ 
bered that he had gotten into Starbucks' 
locked network using the domain name sys¬ 
tem, or DNS. When someone types google 
.com into a browser, DNS has a list of exactly 
where Google's servers are and directs the 
traffic to them. It's like directory assistance 
for the Internet. At Starbucks, the port for 
the low-bandwidth DNS connection—port 
53—was left open to route customers to 
the Pay for Starbucks Wi-Fi Web page. 

So, rather than pay, Kaminsky used port 


Vader dancing a jig with Michael 
Flatley. (The clip paired the Lord 
of the Sith with the Lord of the Dance.) 

That was more than a year ago, but it still 
made him smile. DNS was the unglamorous 
underbelly of the Internet, but it had amazing 
powers. Kaminsky felt drawn to the obscure, 
often-ignored protocol all over again. 

Maybe the painkillers loosened something 
in his mind, because as Kaminsky began to 
think more deeply about DNS he became 
convinced that something wasn't right. He 
couldn't quite figure it out, but the feeling 
stuck with him even after he stopped taking 
the pain pills. He returned to work full time 
and bought a recumbent stationary bike. He 
got hired to test the security of Windows 


JohnKeatley 













Kaminsky was alone in his Seattle apartment 
when he discovered a security vulnerability 
that could leave banks* online retailers, and 
ISPs open to hackers. 


Vista before it was released, repeat¬ 
edly punching holes in it for Micro¬ 
soft. Still, in the back of his mind, he 
was sure that the entire DNS system 
was vulnerable to attack. 

Then last January, on a drizzly 
Sunday afternoon, he flopped down 
on his bed, flipped open his laptop, 
and started playing games with 
DNS. He used a software program 
called Scapy to fire random queries 
at the system. He liked to see how it 
would respond and decided to ask 
for the location of a series of nonex¬ 
istent Web pages at a Fortune 500 
company. Then he tried to trick his 
DNS server in San Diego into think¬ 
ing that he knew the location of the 
bogus pages. 

Suddenly it worked. The server 
accepted one of the fake pages as 
real. But so what? He could now 
supply fake information for a page 
nobody would ever visit. Then he 
realized that the server was willing 
to accept more information from 
him. Since he had supplied data about one 
of the company's Web pages, it believed 
that he was an authoritative source for 
general information about the company's 
domain. The server didn't know that the 
Web page didn't exist—it was listening to 
Kaminsky now, as if it had been hypnotized. 

When DNS was created in 1983, it 
was designed to be helpful and trust¬ 
ing—it's directory assistance, after 
all. It was a time before hacker con¬ 
ventions and Internet banking. Plus, 
there were only a few hundred serv¬ 
ers to keep track of. Today, the humble 
protocol stores the location of a bil¬ 
lion Web addresses and routes every 
piece of Internet traffic in the world. 

Security specialists have been revamp¬ 
ing and strengthening DNS for more than 
two decades. But buried beneath all this 
tinkering, Kaminsky had just discovered a 
vestige of that original helpful and trusting 
program. He was now face-to-face with the 
behemoth's almost childlike core, and it was 
perfectly content to accept any information 
he wanted to supply about the location of 


the Fortune 500 company's servers. 

Kaminsky froze. This was far more 
serious than anything he could have 
imagined. It was the ultimate hack. 
He was looking at an error coded 
into the heart of the Internet's infrastruc¬ 
ture. This was not a security hole in Win¬ 
dows or a software bug in a Cisco router. 
This would allow him to reassign any Web 
address, reroute anyone's email, take over 
banking sites, or simply scramble the entire 
global system. The question was: Should 
he try it? 

The vulnerability gave him the power 
to transfer millions out of bank accounts 
worldwide. He lived in a barren one-bedroom 
apartment and owned almost nothing. He 
rented the bed he was lying on as well as 
the couch and table in the living room. The 
walls were bare. His refrigerator generally 
contained little more than a few forgotten 
slices of processed cheese and a couple of 
Rockstar energy drinks. Maybe it was time 
to upgrade his lifestyle. 

Or, for the sheer geeky joy of it, he could 
reroute all of.com into his laptop, the digital 
equivalent of channeling the Mississippi into 
a bathtub. It was a moment hackers around 
the world dream of—a tool that could give 
them unimaginable power. But maybe it was 
best simply to close his laptop and forget it. 
He could pretend he hadn't just stumbled 
over a skeleton key to the Net. Life would cer¬ 
tainly be less complicated. If he stole money, 
he'd risk prison. If he told the world, he'd be 
the messenger of doom, potentially trig¬ 
gering a collapse of Web-based commerce. 

But who was he kidding? He was just some 


guy. The problem had been coded into Inter¬ 
net architecture in 1983. It was 2008. Some¬ 
body must have fixed it by now. He typed 
a quick series of commands and pressed 
enter. When he tried to access the Fortune 
500 company's Web site, he was redirected 
to an address he himself had specified. 

"Oh shit," he mumbled. "I just broke the 
Internet." 


Paul Vixie, one of the creators of the 
most widely used DNS software, stepped 
out of a conference in San Jose. A curious 
email had just popped up on his laptop. A 
guy named Kaminsky said he'd found a seri¬ 
ous flaw in DNS and wanted to talk. He sent 
along his phone number. 

Vixie had been working with DNS since 
the 1980s and had helped solve some serious 
problems over the years. He was president 
of the Internet Systems Consortium, a non¬ 
profit that distributed BIND 9, his DNS soft¬ 
ware. At 44, he was considered the godfather 
of DNS. If there was a fundamental error in 
DNS, he probably would have fixed it long ago. 

But to be on the safe side, Vixie decided to 
call Kaminsky. He picked up immediately and 
within minutes had outlined the flaw. A series 
of emotions swept over Vixie. What he was 
hearing shouldn't be possible, and yet every¬ 
thing the kid said was logical. By the end of 
the third minute, Vixie realized that Kamin¬ 
sky had uncovered something that the best 
minds in computer science had overlooked. 
This affected not just BIND 9 but almost all 
DNS software. Vixie felt a deep flush of embar¬ 
rassment, followed by a sense of pure panic. 

"The first thing I want to say to you," Vixie 
told Kaminsky, trying to contain the flood of 
feeling, "is never, ever repeat what you just 
told me over a cell phone.” 

Vixie knew how easy it was to eavesdrop 
on a cell signal, and he had heard enough 
to know that he was facing a problem of 
global significance. If the information were 
intercepted by the wrong people, the wired 
world could be held ransom. Hackers could 
wreak havoc. Billions of dollars were at stake, 


and Vixie wasn't going to take any risks. 

From that moment on, they would talk 
only on landlines, in person, or via heav¬ 
ily encrypted email. If the information in 
an email were accidentally copied onto a 
hard drive, that hard drive would have to 
be completely erased, Vixie said. Secrecy 
was critical. They had to find a solu¬ 
tion before the problem became public. 


sips 


KAMINSKY MUMBLED. 


JUST BROKETHE INTERNET. 















□ Andreas Gustafsson knew 

something was seriously wrong. Vixie had 
emailed the 43-year-old DNS researcher in 
Espoo, Finland, asking to talk at 7 pm on a 
hardwired line. No cell phones. 

Gustafsson hurried into the freezing 
March evening—his only landline was the fax 
in his office a brisk mile walk away. When he 
arrived, he saw that the machine didn't have 
a handset. Luckily, he had an analog phone 
lying around. He plugged it in, and soon it 
let off an old-fashioned metallic ring. 

Gustafsson hadn't spoken to Vixie in years, 
but Vixie began the conversation by reading 
aloud a series of numbers—a code that would 
later allow him to authenticate Gustafsson's 
emails and prove that he was communicating 
with the right person. Gustafsson responded 
with his own authenticating code. With that 


out of the way, Vixie got to his point: Find a 
flight to Seattle now. 

Wouter Wijngaards got a call as well, and 
the message was the same. The Dutch open 
source programmer took the train to the air¬ 
port in Amsterdam, got on a 10-horn* flight to 
Seattle, and arrived at the Silver Cloud Inn 
in Redmond, Washington, on March 29. He 
had traveled all the way from Europe, and 
he didn't even know why. Like Gustafsson, 
he had simply been told to show up in Build¬ 
ing Nine on the Microsoft campus at 10 am 
on March 31. 

In the lobby of the Silver Cloud, Wijn¬ 
gaards met Florian Weimer, a German DNS 
researcher he knew. Weimer was talking with 
Chad Dougherty, the DNS point man from 
Carnegie Mellon's Software Engineering 
Institute. Wijngaards joined the conversa¬ 


tion—they were trying to figure out where 
to have dinner. Nobody talked about why 
some of the world's leading DNS experts 
happened to bump into one another near the 
front desk of this generic US hotel. Vixie had 
sworn each of them to secrecy. They simply 
went out for Vietnamese food and avoided 
saying anything about DNS. 

The next morning, Kaminsky 

strode to the front of the conference 
room at Microsoft headquarters before 
Vixie could introduce him or even wel¬ 
come the assembled heavy hitters. The 
16 people in the room represented Cisco 
Systems, Microsoft, and the most impor¬ 
tant designers of modern DNS software. 
Vixie was prepared to say a few words, but 
Kaminsky assumed that everyone was there 




The domain name system—DNS—is like directory assistance for the Internet. 


► 1. Type anybank 
.com into your Web 
browser and the query 
is sent to your Internet 
service provider. 

► 2. If anybank.conVs 
location isn’t cached, 
your ISP’s name server 
repeatedly searches 



ISP name server 



anybank.com 


Query packet 




the domain name 
system for it. Each 
search is assigned 
a 16-bit transaction ID 
for security and track¬ 
ing. Responses to 
the searches must carry 
the correct transaction 
ID to be accepted by 


the name server. 

► 3. Eventually, anybank 
.com sends an answer 
to your ISP: Our home- 
page is at 60.190.216.103. 
This authenticated 
address is cached. 

► 4. Your browser 
connects you. 
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Dan Kaminsky figured out an elegant way to fool DNS. 
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ISP name server 


HOW THE HACK WORK 


Hacker 


Malicious query packets 
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► 5. Users looking 
for anybank.com get 
sent to the fake loca¬ 
tion already in the 
ISP’s cache. 

► 6. Anybank.com 
customers are now 
using a look-alike site 
built by the hacker. 


answer contains false 
details about any- 
bank.com, such as 
the location of 
its servers. Legitimate 
answers from any- 
bank.com ("No such 
page exists”) will now 
be rejected. 


to hear what he had to say. After all, 
he'd earned the spotlight. He hadn't 
sold the discovery to the Russian 
mob. He hadn't used it to take over 
banks. He hadn't destroyed the Inter¬ 
net. He was actually losing money on 
the whole thing: As a freelance com¬ 
puter consultant, he had taken time 
off work to save the world. In return, 
he deserved to bask in the glory of 
discovery. Maybe his name would be 
heralded around the world. 

Kaminsky startedby laying outthe 
timeline. He had discovered a devas¬ 
tating flaw in DNS and would explain 
the details in a moment. But first he 
wanted the group to know that they 
didn't have much time. On August 
6, he was going to a hacker conven¬ 
tion in Las Vegas, where he would 
stand before the world and unveil 
his amazing discovery. If there was 
a solution, they'dbetter figure it out by then. 

But did Kaminsky have the goods? DNS 
attacks were nothing new and were consid¬ 
ered difficult to execute. The most practical 
attack—widely known as cache poisoning- 
required a hacker to submit data to a DNS 
server at the exact moment that it updated 


Paul Vixie organized experts from around the 
world to address the DNS security flaw. 


its records. If he succeeded, he could change 
the records. But, like sperm swimming toward 
an egg, whichever packet got there first- 
legitimate or malicious—locked everything 
else out. If the attacker lost the race, he would 
have to wait until the server updated again, a 
moment that might not come for days. And 


HOW TO FIX IT 


■ 


The patch that defends against the Kaminsky attack 
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Most computers have 65,536 ports, but DNS commonly 
uses only port 53 for all queries and responses. The patch 
works by randomly changing the port number for each 
DNS request. Now any response to a request must contain 
an accurate transaction ID number and return to the same 
port. The change increases the odds of beating the system 
from one in 65,536 to one in 4 billion. 


even if he timed it just right, the 
server required a 16-bit ID number. 
The hacker had a l-in-65,536 chance 
of guessing it correctly. It could take 
years to successfully compromise 
just one domain. 

The experts watched as Kaminsky 
opened his laptop and connected 
the overhead projector. He had cre¬ 
ated a "weaponized" version of his 
attack on this vulnerability to dem¬ 
onstrate its power. A mass of data 
flashed onscreen and told the story. 
In less than 10 seconds, Kaminsky 
had compromised a server run¬ 


ning BIND 9, Vixie's DNS routing software, 
which controls 80 percent of Internet traf¬ 
fic. It was undeniable proof that Kaminsky 
had the power to take down large swaths of 
the Internet. 

The tension in the room rose as Kamin¬ 
sky kept talking. The flaw jeopardized more 
than just the integrity of Web sites. It would 
allow an attacker to channel email as well. 
A hacker could redirect almost anyone's cor¬ 
respondence, from a single user's 
to everything coming and going 
betweenmultmational corporations. 
He could quietly copy it before send¬ 
ing it along to its original destina¬ 
tion. The victims would never know 
they had been compromised. 

This had serious implications. 
Since many "forgot my password" 
buttons on banking sites rely on 
email to verify identity, an attacker 
could press the button, intercept the 
email, and change the password to 
anything he wanted. He would then have 
total access to that bank account. 

"We're hosed," Wijngaards thought. 

It got worse. Most Internet commerce 
transactions are encrypted. The encryp¬ 
tion is provided by companies like VeriSign. 
Online vendors visit the VeriSign site andbuy 
the encryption; customers can then be confi¬ 
dent that their transactions are secure. 

But not anymore. Kaminsky's exploit 
would allow an attacker to redirect Veri¬ 
sign's Web traffic to an exact functioning 
replica of the VeriSign site. The hacker could 
then offer his own encryption, which, of 
course, he could ! continued on page 224 
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Henry Blodget—yeah, 
that guy from the last bubble— 
is baek, selling himself as an 
Internet entrepreneur. The haters 
are still angry, but his straight- 
talking analysis of the Web world 
is earning him newfans. 

by Daniel Roth 

photographs by Mike McGregor 


henry blodget has never gotten used to the chorus of hate that follows his 
every move. He’s merely learned to live with it. When he started his personal 
blog in 2005, the comments dripped with disgust. “You are a boldface liar,” a 
reader wrote. “Give me one reason why I should believe what you are writing,” 
said another. And that was just in response to Blodget’s innocuous first entry. 
During his years as a star Wall Street analyst, his pronouncements were wel¬ 
comed and celebrated; now he couldn’t say hello without getting savaged. Just 
last August, TechCrunch mentioned that Blodgetwould be one of more than 
two dozentech celebrities judging a contest for startups. Blodget knew what 
was coming, even if his hosts didn’t. “Blodgetis scum ... He is no longerthe 
arrogant prick we saw in the ’90s, but he’s still scum,” someone wrote. “A lot of 













people lost money listening to this dirtbag.” 

“Blodget is a Web LO, bubble-creating has-been.” 

“He is unethical” “He's as crooked as they come.” 

I meet Blodget at the offices of his new busi¬ 
ness, a year-old site called Silicon Alley Insider, 
shortly after the TechCrunch beat-down. Alley 
Insider is one of many tech business blogs that 
feed news, earnings info, and rumors to inves¬ 
tors and corporate insiders. But Alley Insider 
has one thing that others don't. Blodget. He's 
smart, he's skeptical, and he's got the kind of 
self-assured voice that sells well in the blog- 
osphere. As the market sinks, his opinions are 
even more in demand, though he's still hated by 
a large portion of his prospective audience. 

The site shares two floors of a Manhattan 
office building with programmers and business 
staff for some of Alley Insider's sister companies, 
all of which were started by former Doubleclick 
CEO Kevin Ryan. Blodget works in a double-wide 
cubicle near a window, separated by a low wall 
from the site's two other editors. They spend 
their days crawling Twitter and RSS feeds, call¬ 
ing sources, and pumping out about a dozen 
daily takes on the business world, most with 
Bigg-friendly headlines (no easy accomplish¬ 
ment with bone-dry business stories). “Is Face- 
book Distracting Us From Porn? No” is typical, 
or “Google's Ginormous Food Budget: $7,530 
Per Googler, $72 Million a Year.” Blodget tells 
his team to think of the site as talk radio: He 
wants readers to feel compelled to check in sev¬ 
eral times a day to get the Alley Insider view on 
everything going on in their world. 

For privacy, we duck into a small conference 
room, and Blodget, tall and skinny, sinks into 
a ridiculously deep leather chair. His floppy 
dirty-blond hair gives him a youthful, almost 
carefree air, but the deep circles that ring his 
eyes tell a different story. He's managing a 
24-hour news startup. It's midday and he's 
been posting since 5 am. And then there's the burden that comes 
with being Henry Blodget, digital punching bag. 

“There are obviously a lot of folks who say, 'Now wait a minute, 
isn't that the guy who...' ” He lets the thought trail off. He's legally 
barred from talking about the incidents that led to his vilification. 
“To them, Fm that Henry Blodget. There's not much more I can say. 
I still can't address specific points. So it's like, 'OK, here's my face. 
Throw the fruit. When you want to stop throwing the fruit, if you 
want to listen, great. If you don't, fine."' 

It's been almost a decade since the impulse to greet him with rotten 
mangos first struck. Back in 1998, as a 32-year-old analyst with invest¬ 
ment bank GIBG, he declared that the stock price of Amazon.com 
would nearly double to $400. Three weeks later it did, and Blodget 
was a hero. Soon he packed up his spreadsheets—he's never more 
comfortable than when he is lining up numbers in rows and columns 
and teasing out their secrets—and moved to Merrill Lynch. 



The team at Silicon Alley 
Insider (left to right): senior 
editor Dan Frommer, COO 
Julie Hansen, cofounder 
Kevin Ryan, and editor in 
chief Blodget. 


Investors followed the new oracle's every 
utterance, and bankers wanted Blodget to bless 
the stocks of companies they were hoping to do 
business with. The lines on his graphs always seemed to point one 
way—steeply up and to the right. He wasn't just predicting profits, 
he was selling a revolution: The old metrics didn't apply. Blodget 
may have counseled people to own only a small percentage of Inter¬ 
net stocks—10 percent at the most—but nobody listened. 

Then came the crash. Five trillion dollars in wealth vaporized in 24 
months, leaving behind unquantifiable amounts of rage among the 
masses of day traders who had believed briefly that they, too, were 
market savants. When the bubble burst, so did Blodget's aura. 

Still, it wasn't the crash alone that crushed him. It took Eliot 
Spitzer to turn Henry Blodget into that Henry Blodget. Spitzer, 
then New York's crusading attorney general, investigated Merrill 
in 2001 for conflicts of interest. He discovered a clutch of emails 
from the young analyst showing that while talking up certain stocks 
to clients, he was trashing them internally. Companies like 24/7 
Media, Excite@Home, and InfoSpace—firms Merrill was publicly 













cheering—in private were deemed by Blodget to be "shit," "crap," 
and "junk" (respectively). According to Spitzer's findings, Blodget 
would have pulled in $12 million in 2001—quadruple his earn¬ 
ings in 1999—if he hadn't accepted a buyout that year. In 2003, 
Merrill's boy genius agreed to pay a $4 million fine and accepted a 
lifetime ban from working in the securities industry. 

Public disgrace usually drives a person into hiding, or at least 
into a different career. Jerry Levin, the brains behind the disas¬ 
trous AOL-Time Warner merger, today runs Moonview Sanctuary, 
his wife's spa; Spitzer, forced to resign as governor last summer, is 
currently discovering the joys of real estate management; Health 
South CEO Richard Scrushy, while on trial for accounting fraud, 
became a televangelist. Not Blodget. 

One former colleague says Blodget spent the months when he 
was being investigated trying to grasp why he was singled out for 
something that was commonplace in the industry. He figured the 
controversy would blow over once the public realized his conduct 
was not unusual. "He was incredulous that the investigation got 
traction; he said it was silly," a friend says. But there was too much 


anger in the wake of the bubble, and Blodget's 
embarrassing emails made him an easy scape¬ 
goat. Later, when he was inclined to argue his 
case, the settlement terms prevented it. 

So Blodget did what came naturally. He 
began writing about the companies he used 
to cover, first for Slate, then on his own blog, 
Internet Outsider. Was this journalism—or 
was it therapy? Rather than hide, he started 
saying in public what he had once said only in 
private, using the same brutally frank voice 
that got him in trouble with Spitzer. He mar¬ 
keted his notoriety to a new Web readership 
hungry for smart, independent analysis. 

When Ryan, an Internet Outsider reader, 
approached him about starting an industry 
news site, Blodget jumped at the prospect of 
a bigger stage. Before working on Wall Street, 
he'd been a freelance writer; now he could 
combine the two vocations, borrowing freely 
from both journalism and equity research. 

Through Alley Insider, Blodget is trying to 
erase, post by post, Spitzer's portrait of him 
as a duplicitous, money-grubbing shill for big business. Blodget 
has always believed that the Internet changed everything, so natu¬ 
rally he believes it has the power to change the world's perception 
of him. The venue offers all Henry, all the time (and even when his 
other writers are posting, it's clear they're channeling him). The 
result is a unique blend of x-ray analysis and tech evangelism. 

As we talk, Blodget gets up from his chair, antsy to return to his 
laptop. I ask him if he understands what he's up against. If the hate 
has lasted this long, why expect it ever to fade away? "If all I knew 
about me was what I read during that period," he says, "I'd prob¬ 
ably have the same reaction." 


DN a LATE summer morning, Blodget waits in the lobby of the 
Nasdaq building in midtown Manhattan. He's all banker today: 
blue suit, red tie, black cap-toed Oxfords, his shirt so deeply pressed 
there are creases down the sleeves. It's 10 am and, ready for his sec¬ 
ond breakfast, he pries open the plastic case of a turkey and Swiss 
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sandwich and starts wolfing it down. In a few minutes he is supposed 
to conduct a video interview for Yahoo's Tech Ticker finance site. As 
soon as Blodget started appearing as a regular host in February, the 
Furies reemerged. "Did you not find any other decent, credible guy 
than Henry Blodget?" one of the first comments read. "Why spoil this 
new feature with such a scum and spoil the Yahoo reputation?" 

As producers prepare to tape the show, Blodget wipes his crumbs 
off the table. He explains the guiding vision behind Alley Insider. 
"We don't want to do things we don't care about," he says. "It's nice 
to say theoretically we're the judge of what's important and what's 
not, but come on, give readers credit. They'll tell you immediately 
what they want, and that drives coverage. People are fanatically 
interested in Apple, Google, Microsoft. It wasn't a tough call to 
know what to write about." 

Blodget's focus on content is matched by his apparent indiffer¬ 
ence to the look of the site. Alley Insider employs a cookie-cutter 
template of scrolling headlines and thumbnail photos dragged 
off the Web. But design limitations notwithstanding, by Septem¬ 
ber the site was getting nearly 500,000 visitors a month, rival¬ 
ing AllThingsD.com, the Wall Street Journal blog edited by Kara 
Swisher and Walt Mossberg. Since the beginning of the year, traffic 
to the site has more than doubled, and Blodget's words now carry 
surprising weight. When he reported early this fall that Steve Jobs 
may have been rushed to the hospital after a heart attack—citing 
an anonymous (and, as it turns out, fraudulent) post on a minor 
user-generated news site run by CNN called iReport—Apple's stock 
dropped nearly 10 percent. Critics blamed Alley Insider. 

"I read The New York Times, The Economist, and Alley Insider," 
says Scott Galloway, head of investment equity firm Firebrand Part¬ 
ners, who is best known for his successful public fight to get on the 
board of The New York Times. "Henry takes a no-mercy, no-malice 
approach to Web business and media." Valleywag recently called 
him "the disgraced stock analyst everyone now listens to." 

For all the success today, it took Blodget & Co. some time to fig¬ 
ure out a winning formula. When Ryan, a New Yorker, launched the 
site in 2007, he wanted to cover the local startup and media scene. 
Blodget signed on as CEO and editor in chief, bought a minority 
stake, and hired Forbes journalists Peter Kafka and Dan From- 
mer to help him develop content (Kafka was later hired away by 
AllThingsD). The first few weeks, the site read like a tourist's guide 
to spotting B-list Internet companies in the big city, with each firm's 
location prominently announced: "NoHo-based Meetup has quietly 
launched a Facebook application"; "Flatiron-based YellowJacket 
Software has raised $1.25 million." Blodget branched out, taking 
on the bigger names himself—Apple, Dow Jones, NBC, JP Morgan. 
It quickly became clear to him that New York's tech industry was 
too small an arena to contain the ambition of the site. And nearly 
half the readers were in California anyway. 

Alley Insider soon dropped its Silicon Alley focus but stuck with 
the moniker. And Blodget began to draw more heavily on his research 
experience. He created financial models of the companies he was 
talking about and posted the spreadsheets as Google docs so anyone 
could download and toy with them. He analyzed the potential revenue 
YouTube could bring to Google, mapping out his assumptions about 
viewership and ads watched, and offering a clear bottom-line con¬ 
clusion. Readers weighed in with their critiques, which Blodget used 
to sharpen the model. He figured he wouldn't just write about Wall 


Street, he would also usurp part of Wall Street's business by providing 
high-quality research, the kind brokerage customers used to prize. 

But visitors to the site wanted more than analytics. They also 
craved the edgier Henry of the Spitzer emails. Blodget obliged. In 
one post, Blodget declares New York Times economics columnist 
Ben Stein to be either "an idiot" or possibly just "delusional." He sug¬ 
gests that the anonymous sources cited by archrival TechCrunch in 
its reporting on Microsoft's attempt to purchase Yahoo "must have 
been drunk." And in November 2007, when E-Trade lost $9 billion 
in value as its risky mortgage bets turned to dust, Blodget offered 
only one piece of advice to the company's shareholders: "Cry." 

"On Wall Street, I'd consistently submit a report that would say. 
This is going to be roadkill,' and it would come back rewritten as 
'We see some weakness,'" Blodget says. "NowI can say, 'It's going 
to be roadkill.' That's very satisfying." 

But even as he delights in railing against corporate giants, he's 
still disciplined enough to run the underlying numbers—Blodget 
loves the drama, but he loves the spreadsheets just as much. One 
post about craigslist should have been something only an accoun¬ 
tant could love: a complex set of assumptions and analyses to 
determine what the company might be worth. Yet Blodget wrote 
the whole exercise as if it were a mystery plot, parceling out details 
and stringing the reader along until the very end. 

When Yahoo announced this summer that it had hired Bain & Co., 
a consulting firm usually brought in when a company is about to 
start swinging the ax, Blodget sharpened his own pencil. "We're 
mad as hell... especially now that Yahoo's wasting millions on Bain." 
He offered his own, free advice (spreadsheet attached) cataloging 
how many people Yahoo should fire in each division—1,804 from 
its "positively obese" sales and marketing arm alone—in order to 
goose operating margins to a "more respectable" 20 percent from 
its current 7 percent. "He pushed us early on to ask, 'What does 
this mean for profits? How does any news affect a company's num¬ 
bers?' " Frommer says. "It's great if it makes a company look bad or 
look good, but is this really going to affect the numbers?" 

Blodget is also trying things that no mainstream-journalism- 
trained blogger like Swisher or GigaOm's Om Malik would ever 
dare. He makes serious-sounding offers to buy companies that 
he wants to demonstrate are significantly undervalued. It's pure 


The Tech Report Launched in 2007 f Silicon Alley 
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showmanship, but with Blodgett background in finance and his 
ties to folks up and down Wall Street, no one knows just how far 
he will take the joke. 

His first target was CNET. With the slightest of winks, he wrote 
post after post explaining how he'd purchase the company. At first he 
proposed a sort of reverse merger, with CNET buying Alley Insider 
for $50 million in stock, at which point Blodget's team would take 
over every aspect of the company. Then he detailed the operational 
changes he would make. 

Ryan got nervous about Blodget's new direction. Blodget's deal 
with the government forbade him from giving individual research 
advice, but it didn't say anything about jumping into the private- 
equity space. Still, there might be legal issues. "Look, why don't we 
run this by a lawyer just to make sure, because we're getting into 
securities stuff here," he said to Blodget. When the lawyer asked 
them "Is this a real offer?” there was a brief silence. For the first 
time the two really thought about it. 

"You know, yes,” Ryan replied. "If they said yes, we would accept 
$50 million at that time to buy them. So it is a real offer. But we're 
actually asking them to buy us.” The lawyer signed off on the con¬ 
voluted reasoning. 

After Blodget's taunting posts went up, investment firm JANA Part¬ 
ners announced a hostile takeover attempt of CNET. It failed, but by 
spring 2008 CBS stepped in to buy the company for $1.8 billion. 

For one CNET executive, memories of Blodget's unwanted atten¬ 
tions still rankle. "The way you make a big name for yourself on 
the Web today is to make, for lack of a better word, ridiculous 
statements,” says Zander Lurie, former senior VP of strategy and 
development at CNET and now CFO of CBS Interactive. Lurie found 
himself reassuring employees who sent him Blodget's postings and 
wondered whether their company was at risk. "Everyone knew 
there was nothing in the offering: He didn't have the capital, the 
expertise, or any specific insight into our business,” Lurie says. "He 
makes the ridiculous statement and it gets sent all around, and then 
he claims credit when there's an event the following year, which 
obviously he had nothing to do with. Less than zero to do with. We 
all have reputations. And his track record is well known.” 

Blodget has been waging another half-serious acquisition fight, 
this time for the New York Times Company. All he wants is the Web 
site—the print side is dead, he says. He thinks the paper needs to 
cut about 80 percent of its costs, at which point it would be the per¬ 
fect size to be the digital paper of record for a long time to come. 
"It's a serious offer from our perspective, but it hasn't been taken 
seriously,” Blodget says. 


in the wake of Wall Street's latest meltdown, Blodget finds him¬ 
self in even greater demand. He's doing regular TV appearances 
and is posting again on Slate. When NPR wanted someone to talk 
about the Wall Street culture of greed, they brought in Blodget. 
The reporter introduced him by pointing out that Merrill is now 
gone, "and Henry Blodget is gone, too; he's banned from Wall Street 
after being charged with fraud.” 

"Thanks,” Blodget said, stuttering for a second, "especially for 
that horrific introduction.” They both laughed. But by the end, the 
host was treating Blodget like an elder statesman. 
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Recently Blodget has been expanding his franchise. He and Ryan 
have launched two sister sites: Clusterstock, which will compile and 
analyze Wall Street research on a much wider range of industries, and 
the Business Sheet, which will focus on corporate scandals. A third 
is in the works. For each new site, Blodget provides the bulk of the 
early posts, seeding the new enterprise with the Blodget touch. 

Blodget is broadening beyond tech to get ready for what he sees 
as a coming shakeout in the news-blog industry. He says he might 
even start making acquisitions if the price is right. Ryan's suite of 
companies has raised $50 million in the past few years, possibly 
enough to buy out some other interesting small blogs. The winning 
formula for this new kind of business remains elusive: It's a mat¬ 
ter of finding the balance between gossip and analysis, between 
aggregating news from other sources and doing original report¬ 
ing. Revenue models that go beyond basic advertising have also 
been slow in coming. "If you look at the development of every new 
medium, there's been a new form of journalism that has been made 
possible by it, and there has always been this period of transition,” 
Blodget says. "There is collective experimentation as people fig¬ 
ure out what works and what doesn't, and usually you have some 
very important publications that are built.” 

Another way to expand is to sell to a larger media company. Blodget 
says he'd consider an offer, but Alley Insider is still defined almost 
entirely by one man. If he left, the value would plummet. Also, some 
media institutions—the grayer, stodgier ones—may find Blodget's 
unique baggage unacceptable. The endless barrage of comments, 
the angry mob that seems to follow him everywhere, may be too 
much for the sensitivities of some management teams, even in these 
freewheeling days of media transformation. When Blodget wrote a 
few small items for The New York Times , the newspaper's ombuds¬ 
man went haywire. "The Times luster may help Blodget,” he wrote 
last year, "but some of his taint rubs off on the Times” 

It's just the sort of comment Blodget has come to expect from, 
well, everyone. That may change, but only if this latest reinvention 
succeeds in burying his past forever. In which case, he will have 
been right: The Internet really does change everything. HQ 
//////////////////////^^^^ 

Senior writer daniel roth (danieLroth@wired.com) wrote 
about the future of the electric car in issue 16.09. 
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first coup was getting Dave Cutler to come 
out of semiretirement to join him on the 
project. At age 66, Cutler is a legendary fig¬ 
ure in computing. He wrote the ground¬ 
breaking VMS operating system for DEC 
and later led the team that created Win¬ 
dows NT. An irascible, impatient combina¬ 
tion of John von Neumann and Sgt. Rock, 
his presence on the team gave it instant 
credibility. Srivastava and Cutler began 
by methodically visiting every Microsoft 
group working on services, from Xbox Live 
to Virtual Earth. In December 2006, Sriva¬ 
stava wrote his own vision document out¬ 
lining the plan. Its title? “Owning Clouds.” 

Under Ozzie, Srivastava felt free to create 
Red Dog using methods not normally seen at 
Microsoft. He set up his own 1,000-machine 
data center right in the middle of the Red¬ 
mond campus to test early versions. To 
power the operation, the team stole excess 
reserve power from three nearby build¬ 
ings. No permissions were sought through 
Ballmer or Gates. “I take direction from 
only one person—Ray,” Srivastava says. 
Another indication of the rebel nature of 
the project comes from its codename. “The 
official story is that we are just like Red Dog 
beer, and Pm sticking with that,” Sriva¬ 
stava says. But Cutler is more forthcom¬ 
ing: “We were visiting Hotmail,” he says, 
“and there was a really seedy strip joint 
in San Jose called the Pink Poodle. I said, 
'Maybe we ought to name this project the 
Pink Poodle/ Everybody said, 'Oh, God, we 
could never do that/ And then somebody 
said, 'Red Dog/ and we all said, 'What a great 
name/ ” Cutler also had the idea of outfitting 
team members with shiny red Nike sneakers. 

Maybe the most subversive aspect of 
Microsoft's newest operating system is 
that it was produced with a fraction of the 
manpower the company usually directs to 
critical projects. “There are literally thou¬ 


sands of people on Windows, but small 
groups with very focused people is a bet¬ 
ter way of doing things,” Cutler says. “So 
this project is much smaller. It's like 150.” 

Red Dog, available late next year, will have 
competition, of course, from Amazon and 
most certainly Google, whose own cloud OS, 
App Engine, will offer developers similar 
hosting benefits at lower cost or even for 
nothing. But Debra Chrapaty, the Microsoft 
exec in charge of the company's data cen¬ 
ters, says that Microsoft's infrastructure 
is so efficient it can compete in cost even 
with a company she refers to by the letter G. 
(She refuses to speak its name out loud 
because “every time you say that word, it 
reinforces their brand,” she says.) 

Eric Schmidt, CEO of that G-word com¬ 
pany, says that because Microsoft has so 
much market share in servers and operating 
systems, the Redmondites will certainly be 
big players in cloud computing. He sees it as 
an extension of Microsoft's nasty behavior 
in the '90s. “Microsoft's basic strategy is 
to gain enough share in cloud computing 
to force other people to use its standards,” 
he says. (By contrast, Google has blessed 
an open source version of its cloud tech¬ 
nology, which both IBM and Yahoo have 
adopted.) Ozzie doesn't buy the charge. 
“Google and Microsoft have the same basic 
philosophy. We're basing our cloud on Win¬ 
dows technologies because they're great 
technologies and we have a lot of higher- 
level services on them. If you want to write 
open source stuff on them, you can do that.” 

Srivastava and Cutler predict that Red 
Dog's reliability will be a competitive edge. 
“We don't want to say to developers, 'Hey, 
come and use this platform,' and then have 
it lose your data,” Cutler says. “That would 
just be bad. I mean, it would be terrible. So 
we're being really conservative.” 

Ozzie, of course, loves Red Dog and prizes 
his red sneakers. But the project closest to his 
heart maybe Live Mesh, one of the building- 
block services that run on top of the cloud 
OS. In a sense, it addresses a problem that 
then-VP Jeff Raikes posed to Ozzie during 
his first week at Redmond: How can Micro¬ 
soft connect and synchronize people's con¬ 
tacts, calendars, and other information in a 
seamless fashion? 

For Ozzie, this challenge was profound; 
it meant using the cloud to connect people 
to machines and, more important, to each 


other. “Getting sync right is the essence of 
everything,” he says. “If you don't, every¬ 
thing else fails.” And furthermore, it had to 
be designed in a way to scale to hundreds 
of millions of concurrent users. “Scalable 
sync is tough.” Apple knows this all too 
well; when it turned on a similar service 
called MobileMe last June, it delivered more 
stink than sync. 

Live Mesh looks impressive in demos; 
it can zip photos and tunes from comput¬ 
ers to the cloud. Then it can zing the infor¬ 
mation off to anything that's connectable, 
smoothly fitting the stuff into its natural 
habitat. Whether it will work with millions 
of people and billions of items—and so sim¬ 
ply that those millions of people keep using 
it—is another matter. (Microsoft's “it just 
works” record is spotty, to put it gently.) 
To ensure success, Ozzie has pared down 
the project to essentials. David Treadwell 
says the team jettisoned some bells and 
whistles. “But Ray was very firm,” he adds, 
“about maintaining the soul of the release.” 

To Ozzie, software's soul does not lie in 
the accumulation of features. Instead, it lies 
in his dream of connectivity. “Live Mesh is 
very Ray,” Mitch Kapor says. “It's the son of 
Groove, which is the son of Notes.” Which 
was, of course, the son of Ozzie's beloved 
Plato. Thirty-three years later, Ozzie is still 
trying to build on what he saw in sopho¬ 
more year. But it's no longer the Ray Ozzie 
vision. It's Microsoft's. 

“Here's the deal,” Ozzie says. “Somewhere 
in my first year, not in the first few months but 
before the CSA announcement, I had to make 
an internal decision. If I want to be here, is 
it to make Microsoft successful or to have a 
good project, a good experience, whatever? 
It was an issue of engagement. I asked myself, 
why do I do what I do? I enjoy solving complex 
problems that involve technology, people, 
organizations—the whole mix. So I made 
the internal decision to do what I can to make 
Microsoft successful, and that was it. Yes, 
it took me a while to understand what that 
meant. No, I haven't worked here for 20 years. 
But every day I'm up at 5 am and at work at 6 or 
6:30.1 don't get home until 8. I'm doing every¬ 
thing I can to make this company successful.'' 

That just means getting Microsoft's 90,000 
people to follow him into the clouds. DU 

Senior writer steven levy (stevenJevy 
@wired.com) wrote about the creation of 
Google's new Web browser in issue 16.10. 
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And once he finally did come to think of 
it that way, Pierce was playing a new game: 
making his redemption a reality. In May 2001, 
he founded IGE with what was left of his own 
savings, setting up corporate headquarters in 
a 700-square-foot office in downtown Mar- 
bella and hiring some locals to do the farm¬ 
ing—to rack up Ever Quest items he could sell 
for cash. The company's ultimate goal, Pierce 
says, was to shift to the far more efficient 
model of acquiring its supply entirely from 
freelance farmers—and within a few months, 
IGE would be doing just that. But first Pierce 
invited Debonneville down to Spain for a 
look around. There, as Debonneville would 
relate in a legal complaint several years later, 
Pierce introduced him to Collins-Rector and 
Shackley, explained that the three of them 
had made millions, and invited Debonneville 
to join him now in making millions more. “I 
told Alan this could be a $100 million busi¬ 
ness," Pierce says. "I had that vision." 

Debonneville didn't hesitate. He moved 
to Spain and joined IGE with a 2 percent 
ownership stake and full responsibility for 
the management of sales, supply, and tech¬ 
nology, thus freeing Pierce to concentrate on 
long-term strategy. And if, in the months that 
followed, Pierce was slow to give Debonne¬ 
ville a more detailed picture of his business 
background, well, who could blame him? 

In any case, Debonneville got a pretty good 
understanding in June 2002, an eventful 
month that began with Pierce's mysteri¬ 
ous failure to show up for work one day. 
Debonneville was told at first by Pierce's 
Spanish lawyers that his partner had gone 
on vacation to Thailand. In fact, Pierce was in 
government custody. According to Debonn- 
eville's initial complaint, which was later 
sealed by the court in the course of a busi¬ 
ness-related suit. Pierce later told him that 
a Spanish SWAT team had moved in on the 
house of the former DEN execs with guns 
and helicopters. Pierce and Shackley spent 


a month in detention before being released, 
but Collins-Rector remained in the Spanish 
prison system for another year and a half, 
fighting extradition to the US on criminal 
charges of transporting a minor across state 
lines with intent to engage in sexual activity. 
Debonneville claims Pierce spent much of 
that time trying to help Collins-Rector—at 
one point even flying to Africa to try to buy 
his former boss a Liberian diplomatic title 
and whatever immunity might go with it. At 
the same time, Pierce was busy sorting out 
his own legal affairs, hiring lawyers to help 
get the civil claims that had defaulted against 
him when he'd left the US dismissed. 

Through it all, though, the sales of virtual 
platinum kept churning. And if anything, 
IGE was on steadier ground now that Pierce 
was no longer distracted by lawsuits. This 
meant one less obstacle standing between 
the company and the triumphant future 
Pierce envisioned for it, and only two more to 
go—one being the tangle of legal and ethical 
questions that shrouded virtual item sales 
in gray-market illegitimacy, and the other 
being a guy named Jonathan Yantis. 

The tangle could wait. It was time to get 
Yantis out of the picture. 

Yantis was old-school— as old-school as 
it was possible to be in a business as new as 
RMT. He was 31, and his Web site—MySuper 
Sales.com—had been the dominant Ever¬ 
Quest virtual retailer almost as long a sEver- 
Quest had been the dominant MMO. He was 
the competition to beat. 

Yantis declined to participate in this 
article, but he spoke with me at length in 
2002 about his business. He was netting 
roughly $2,500 a day—nearly $1 million in 
annual profit from an operation consisting 
of himself and an assistant working out of 
his house in Rosarito, Mexico. He also had 
maybe a dozen in-game delivery agents in 
places like Romania, working for the equiv¬ 
alent of $3.50 per delivery. They were the 
virtual-world equivalent of couriers, walk¬ 
ing their avatars right up to the purchaser's 
avatar to hand over the in-game goods. 

Yantis was the epitome of pre-IGE 
cottage-industry virtual retail: informal, 
personal, and very low-profile. He forbade 
his family to play Ever Quest, and he never 
touched the game himself, on the theory 
that this made it harder for the gamemaker 
to trace his operations back to him. It also 
meant he never had to accept the license 


agreement that prohibited his business. 
Getting busted meant losing inventory, los¬ 
ing inventory meant losing money, and los¬ 
ing money wasn't what Yantis was about. 
He once went to Texas to confront a player 
who had cheated him on a trade. “I flew 
right in and took a taxi to his house, sat 
down with his parents, and got a check cut 
right there." 

As long as Yantis got paid he really didn't 
care what people thought of him. Pierce, on 
the other hand, cared a lot, and by 2003, with 
his legal problems now cleared up, he stalled 
a campaign to win gaming-industry hearts 
and minds. I first met him and Debonneville 
that November at the State of Play confer¬ 
ence on virtual worlds in New York City, 
where academic games researchers and 
MMO designers all stared slack-jawed at 
these smiling emissaries from what many 
still thought of as a semi-criminal under¬ 
world. The boys wore nice suits, handed 
out business cards, and clearly meant busi¬ 
ness. IGE had set up US headquarters in 
Boca Raton, Florida, but the real base of 
operations—mainly engaged in around- 
the-clock delivery of EverQuest items—was 
now in Hong Kong and soon would occupy 
two floors in the same building as AOL Time 
Warner Asia. 

I was in the business myself at the time, 
selling items in the classic MMO Ultima 
Online . After the conference, I blogged 
“Brock Pierce looks like a Norman Rockwell 
13-year-old, talks like a coked-up 35-year- 
old, and happens to have turned 23 last Fri¬ 
day. He is either my new best friend or my 
new worst nightmare." What alarmed me 
was the news that IGE was planning to move 
beyond EverQuest to other games—includ¬ 
ing Ultima. “I haven't even had a chance to 
get my little five-and-dime up and running," 

I lamented, “and already the Wal-Mart is 
coming to town." 

But I was kidding myself if I thought I 
was even on IGE's radar. All its efforts were 
aimed at crushing Yantis. “It was a market- 
share game," Pierce says. If Yantis lowered 
his prices, IGE did, too. If Yantis sought to 
exploit his more-established reputation, IGE 
sought to bury him in Google AdWords. (“We 
were probably one of Google's largest adver¬ 
tisers," Pierce says, adding that they spent 
about $1 million a month on text ads touting 
their affordable EverQuest platinum.) 

Yantis' great misstep, Pierce says, was not 
thinking big enough. “Jonathan believed that 
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this would only be a market in Ever Quest We 
had successfully diversified; inFinalFantasy 
XI, we had a nice profit margin. We were able 
to bring our margins down in Ever Quest. We 
said to him, TAfe are going to bring this mar¬ 
ket to ruins unless you come join us/” 

IGE was still the underdog, but in the end 
it was Yantis who blinked. The press release 
went out on January 22, 2004: IGE and 
Yantis’ MySuperSales site were merging. 
Yantis got payments totalling $2.4 million 
and a 37 percent stake in the new company, 
and he joined the team as chief operating 
officer. "After that, the money started to 
flow,” Pierce says. "Very well." 

For IGE, this was the beginning of an age 
of gold. Literally: World of Warcraft was 
released in November 2004, and over the 
next year the platinum of EverQuesfs Nor- 
rath was replaced by the gold of Wow’s 
Azeroth as the most heavily traded vir¬ 
tual currency in the world. WoW’s growth 
rate was phenomenal—the game now has 
11 million subscribers, 20 times as much as 
EverQuest ever had—and the RMT markets 
grew with it. But most important, Wo W did 
something that made IGE’s decision to move 
to Hong Kong the year before look practi¬ 
cally clairvoyant. It ushered in the era of 
the industrial Chinese gold farm. 

According to industry lore, China’s first 
gold farms sprang up as early as 2002 just 
across the border from Korea. MMOs were 
huge in that country, and it was supposedly 
Korean player-entrepreneurs who hit upon 
the idea of hiring low-wage Chinese work¬ 
ers to farm the currency and equipment that 
other users craved. 

But in the end it was the huge new market 
of Western WoW players that gave thou¬ 
sands of small-time Chinese capitalists a 
reason to set up gold farms of their own. And 
when they did, it was IGE that became the 
Wal-Mart moving all that product west to 
gold-starved players. The Hong Kong base 
made IGE uniquely suited for the job, and 
soon the company had a new Shanghai sup¬ 
ply center and a Web site just for Chinese 
suppliers; they could see what the offering 
price for gold was on a particular server. 
"We had over 100 people working in Shang¬ 
hai,’’ Debonneville says, and the investment 
was worth every cent, securing IGE a truly 
reliable supply chain—and the sweetened 
profits that went with it. 

The source of those profits, ultimately, 


was operations like the one owned and oper¬ 
ated by 26-year-old Liu Haibin in Jinhua, 
China, which I visited a few years ago. With 
about 30 workers on staff, Liu was able to 
keep a gold-farming setup running around 
the clock. While the night shift slept upstairs 
on plywood bunks, day-shift workers sat in 
the hot, dimly lit workshop, each tending 
three or four computers. They were "play¬ 
ing’’ World of Warcraft, farming gold at 
an impressive clip by hunting and looting 
monsters, their productivity greatly abet¬ 
ted by automated bots that allowed them 
to handle multiple characters with little 
effort. They worked 84-hour weeks, got a 
couple of days off per month, and earned 
about $4 a day, which even for China was 
not a stellar wage. 

Liu’s income was better but not always by 
much. "Sometimes in a month you can lose all 
the profit you made in a year,’’ he said, admit¬ 
ting there were days he regretted getting into 
the business in the first place. Why bother? 
"We also love this game,’’ Liu told me. 

Most American Wo Wplayers at the time 
knew little about how the farmers lived and 
worked. What they did know was that there 
seemed to be more and more of them in the 
game (broken English and repetitive playing 
patterns gave them away) and that WoW’s 
publisher, Blizzard Entertainment, did not 
look favorably on their presence. A Blizzard 
policy statement reads: "They spam adver¬ 
tisements, use bots that make it hard for 
players to find the resources they need, and 
raise the cost of items through inflation.’’ As 
the gold-farmer population grew, opponents 
flooded message boards with anti-Chinese 
invective and increasingly took note of the 
role a company called IGE seemed to play 
in the phenomenon. 

The company was drawing more attention 
elsewhere, too. When Pierce and Debonne¬ 
ville returned to New York for the second 
State of Play conference, they came with an 
entourage. There was Yantis, now part of 
the team and looking not especially com¬ 
fortable in the position. And there was a fif¬ 
tysomething named Steve Salyer, a former 
Electronic Aits executive who had just been 
hired as IGE’s president—and who made 
the eye-popping announcement there that 
the RMT business was now an $880 mil¬ 
lion industry. 

"There’s no question in my mind that in 
the future millions of people will make their 
living in cyberspace,’’ Salyer told me soon 


thereafter, doing his best to sell the signifi¬ 
cance of the virtual gold trade in general— 
and IGE in particular. His job, after all, was 
to get the company taken seriously. The IGE 
founders had built a successful business, 
and now they wanted to make it a legitimate 
one: IGE wanted deals with game publish¬ 
ers that would give it license to traffic in 
virtual items without violating the games’ 
terms of service. That sort of deal wasn’t 
likely to get cut with a couple of college-age 
unknowns. As Debonneville put it, "Brock 
and I were not adult faces.’’ 

In the months ahead, IGE hired more 
adults, a slew of VPs with decades of industry 
experience among them. The company also 
brought on a former Goldman Sachs invest¬ 
ment banker named Stephen Bannon, whose 
mission was to land venture capital. 

By spring 2005, Yantis was telling IGE affil¬ 
iates that the company would be announcing 
limited licensing agreements permitting it 
to operate aboveboard in at least five North 
American MMOs. Yantis himself, however, 
wouldn’t be sticking around to see it happen. 
Pierce and Yantis had arrived at, as Pierce 
puts it, a "difference of opinion,’’ and in June, 
after months of negotiation, the terms of 
Yantis’ exit were finalized: For 22 monthly 
payments of $1 million each, the company 
would get Yantis’ stake back, along with his 
agreement not to set up a competing busi¬ 
ness for at least three years. 

Goldman Sachs started making visits, 
inspecting the Asian operations and talk¬ 
ing with Bannon and others about terms. 
Finally, on February 7, 2006, the deal was 
inked: Goldman Sachs, together with a con¬ 
sortium of private funds, made a reported 
$60 million investment in the company. Part 
of the money was used to buy Pierce, Salyer, 
and IGE’s general counsel, Randy Maslow, 
out of some of their stock in the company. 
Pierce walked away with $20 million and 
still retained the controlling share of a com¬ 
pany that was doing more than a quarter 
of a billion dollars in sales a year. The only 
top IGE officer who failed to profit from the 
deal was Debonneville, who, for reasons 
that remain disputed, was excluded from 
selling any part of the 17 percent stake he’d 
built up. Two and a half months later, he left 
the company. 

For Pierce, this was a moment to savor. 
But it was a short one. Even before the 
Goldman Sachs deal was sealed, profits had 
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started declining, and by December 2005IGE 
defaulted on its monthly payment to Yantis. 
The company was obliged to waive the non¬ 
compete agreement and let Yantis set up his 
own virtual currency site, which he made 
clear would be dedicated to crushing IGE. 

Nor was Yantis the only new opposition 
IGE was facing. By mid 2006, Blizzard Enter¬ 
tainment was cracking down harder than 
ever on gold farmers and sellers, shutting 
accounts by the thousands. The moves cost 
IGE as much as $200,000 in inventory every 
month, to say nothing of the havoc it played 
with suppliers. By January 2007, the com¬ 
pany's RMT operation was losing more than 
half a million dollars a month. 

At one time, Pierce might have shrugged 
off those losses, confident that any day the 
MMO industry would cave in to its custom¬ 
ers' unquenchable desire for loot and autho¬ 
rize IGE to provide it. But it had now been 
over a year since those big licensing deals 
were supposed to have been announced. 
And where were they? Nowadays, the few 
game companies that even admit to having 
had conversations with IGE deny they ever 
came close to a deal. “IGE approached us 
on several occasions," says John Smedley, 
president oiEverQuesfs parent, Sony Online 
Entertainment, “but we flat out turned them 
down." As for Blizzard, one approach was 
plenty. David Christensen, then IGE's VP of 
business development, wrangled a meet¬ 
ing with them, but the company wouldn't 
even let him on the premises for it. “They 
took him to a ball game or something, and 
he got like 10 minutes with them," a former 
IGE manager recalls. “ They basically hate 
us' was what he related afterward.” 

Things weren't all bad. The investment 
money allowed IGE to make some sound 
diversifying moves, acquiring the veiy profit¬ 
able South Korean real-money exchange site 
Itemmania, a sort of player-to-player eBay 
for virtual items. But for IGE's retail trading 
operations—long the core of the company 
and its main source of income—things didn't 
look like they could possibly get worse. 

And then they did. 

On May 30, 2007, a 28-year-old gamer 
named Antonio Hernandez filed a 
multimillion-dollar class-action lawsuit 
against IGE in a US district court in Flor¬ 
ida. Hernandez was a World of Warcraft 
diehard, averaging by his own description 
35 to 40 hours a week of play, and it was on 


behalf of almost every other WoPVplayer in 
the US that he was suing IGE for “substan¬ 
tially impairing" and “diminishing" their 
collective enjoyment of the game. Specifi¬ 
cally, Hernandez held IGE responsible for 
every ill that could be attributed to RMT in 
general and gold farming in particular, and 
he was using the leverage of consumer-pro¬ 
tection law to make the company answer 
for it. As Hernandez's attorney, Richard 
Newsome, explained the case to a reporter: 
“Guys like Tony have paid their $15 for some 
entertainment, and IGE is polluting that 
entertainment. It's kind of like if some¬ 
one pays for a ticket to go see a movie and 
someone else comes in behind them and 
kicks their seat." 

Hernandez wanted IGE to stop selling vir¬ 
tual merchandise, but that was just the start 
of it. In addition to a court order enjoining 
IGE from selling World of Warcraft goods, 
he was asking the judge for monetary dam¬ 
ages—compensation for millions of WoW 
account holders in the US, plus double that 
to make it hurt, and just in case that wasn't 
pain enough, a further payout of eveiy penny 
the company had ever earned through its 
“wrongful conduct," which pretty much 
meant every penny it had ever earned. In 
effect, Hernandez was seeking not just to 
punish IGE but to extinguish it. 

He might have even succeeded, except for 
one thing: You can't kill something that's 
already dead. Though neither Hernandez 
nor his lawyers could have known it, the 
Florida-based company he was suing, IGE 
US, was no longer what it used to be. Just 
two months before the suit was filed, Pierce 
had acceded to the inevitable and cut loose 
the company's hemorrhaging retail opera¬ 
tion, selling it at a deep discount (for a mid- 
seven-figure royalty agreement) to the only 
potential buyer capable of doing anything 
productive with it: Jonathan Yantis. 

The business on which IGE was built was 
sold off, and the company shed its name, 
becoming Affinity Media and redefining itself 
as a marketer of the MMO community sites it 
once bought just to boost its own traffic. IGE 
US persisted, but only as a holding company 
with no holdings other than a minority stake 
in Affinity. It was empty now, a husk. 

IGE.com persisted as well and remained, 
as it remains today, among the top virtual- 
currency sites. But it belonged to Yantis now, 
who owned it through a web of companies 
registered in places like Vanuatu and Austra¬ 


lia and more resistant to lawsuits like Her¬ 
nandez's. It took Yantis a while to sort out 
the mess Pierce had left behind. Many sup¬ 
pliers had gone unpaid and were still harass¬ 
ing the former IGE Shanghai for payment. 
In May, according to a rumor that made the 
rounds of MMO blogs, a desperate gold-farm 
operator stormed the IGE Shanghai offices 
demanding 2 million yuan and using a “toy 
pistol" to hold employees hostage. 

But accounts were settled in the end, 
and new practices stabilized the supply 
chain. “Basically," says James Clarke, a vet¬ 
eran turnaround executive who replaced 
Debonneville as IGE's COO (and left the com¬ 
pany last January), “what happens now 
is that the risk has been pushed further 
up the supply chain. Retailers often don't 
even touch the gold; they don't even have 
accounts anymore. It's the farmer that holds 
the gold and risks the banning.” 

This was not a great way for Pierce to start 
the year—and the year never got much bet¬ 
ter. In June, he was forced out as CEO of Affin¬ 
ity and replaced by Stephen Bannon, the 
investment banker who had joined the board 
when the Goldman Sachs deal went through. 
That same month, Debonneville sued Pierce 
in Los Angeles federal court, seeking mil¬ 
lions of dollars in damages for “breaches 
of fiduciary duty, breaches of contract, and 
fraud" related to Debonneville's exclusion 
from the Goldman buyout—and dredging 
up questions of character that reached all 
the way back to the DEN days. A few months 
later, as if on cue, Collins-Rector made Brit¬ 
ish tabloid news when he reportedly turned 
up in London consorting with teenage boys 
(“tycoon paedo on prowl in uk" blared 
one headline). Debonneville's court filings, 
meanwhile, revealed that the year before, 
Pierce had told him that Collins-Rector was 
blackmailing him, threatening to snarl IGE 
in litigation that would make it unattractive 
to investors. Debonneville's suit was settled 
before it got to court. By the year's end, it 
looked like Pierce might never really escape 
the shadows of his past. 

But by then it was clear that Pierce's undo¬ 
ing had also been the result of uncertainties 
about the nature of virtual goods in general. 
Who really owns them? Who determines 
their value? These are the kinds of questions 
that a case like Hernandez's should have 
helped resolve. And as long as they remain 
unsettled, no game company will ever let 
any single independent entity control the 
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amounts of virtual wealth that Pierce and 
IGE once did. 

Not that Steve Salyer was wrong to sug¬ 
gest that one day "millions" would be earn¬ 
ing a living in the markets IGE pioneered 
(already the number doing so in China has 
reached the hundreds of thousands). Or that 
Pierce was wrong to think that MMO pub¬ 
lishers would one day accept the inevitabil¬ 
ity of RMT in some form or another. In the 
past year, there's been accelerated move¬ 
ment toward publisher-sanctioned item 
sales: Funcom, makers of the new MMO Age 
of Conan, and Sony Online Entertainment 
have both announced partnerships with a 
startup called Live Gamer to provide player- 
to-player RMT exchange sites. At the same 
time, the so-called free-to-play model—no 
subscription fees, revenue derived entirely 
from direct sales of in-game items—has 
made inroads in the Asian MMO market 
and is being embraced by no less a gaming 
giant than Electronic Arts in the upcoming 
Battlefield Heroes. But both these models, 
in their blunt rejection of IGE's third-party 
retail model, only underline what Pierce 
himself implicitly conceded when he sold 
out to Yantis: There is no future for his once- 
bright dream except in the dimness of what 
is plainly now a permanent gray market. 

As for Pierce, whatever regrets he may 
have about the way things ended lie hid¬ 
den behind that familiar smile and a steady 
stream of upbeat Facebook status updates 
("Brock is having a super day!"). He's back 
in the startup game, he says, working on a 
social network aimed at wine lovers like 
himself. But his IGE chapter is closed. Anto¬ 
nio Hernandez made sure of that much, 
however little else he achieved. When he 
and his legal team finally figured out the 
nature of what they were suing, they real¬ 
ized there was nothing to do but settle for 
the best terms they could get, and in August, 
finally, the deal was announced. In return for 
dismissal, the defendant agreed to Hernan¬ 
dez's central demand: IGE US, already just a 
corporate ghost—a static afterimage of the 
vision Pierce had long ago wrested from the 
depths of his obsession with the game—was 
now legally barred from having anything to 
do with the sale of Azerothian gold for real 
money until the year 2013. CQ 
/////////////^^^^ 

Contributing editor Julian dibbell 
(julian@juliandibbell.com) wrote about 
griefers in issue 16.02. 
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Kaminsky 


CONTINUED FROM PAGE 205 

unlock later. Unsuspecting vendors would 
install the encryption and think themselves 
safe and ready for business. A cornerstone 
of secure Internet communication was in 
danger of being destroyed. 

David Ulevitch smiled despite himself. 
The founder of OpenDNS, a company that 
operates DNS servers worldwide, was wit¬ 
nessing a tour de force—the geek equivalent 
of Michael Phelps winning his eighth gold 
medal. As far as Ulevitch was concerned, 
there had never been a vulnerability of this 
magnitude that was so easy to use. "This is an 
amazingly catastrophic attack,” he marveled 
with a mix of grave concern and giddy awe. 

It was a difficult flight back to San Fran¬ 
cisco for Sandy Wilbourn, vice president of 
engineering for Nominum, a company hired 
by broadband providers to supply 150 million 
customers with DNS service. What he heard 
in Redmond was overwhelming—a 9 out of 
10 on the scale of disasters. He might have 
given it a 10, but it was likely to keep getting 
worse. He was going to give this one some 
room to grow. 

One of Wilbourn's immediate concerns 
was that about 40 percent of the country's 
broadband Internet ran through his servers. 
If word of the vulnerability leaked, hackers 
could quickly compromise those servers. 

In his Redwood City, California, office, he 
isolated a hard drive so no one else in the 
company could access it. Then he called in his 
three top engineers, shut the door, and told 
them that what he was about to say couldn't 
be shared with anyone—not at home, not at 
the company. Even their interoffice email 
would have to be encrypted from now on. 

Their task: Make a change to the basic 
functioning of Nominum's DNS servers. They 
and their customers would have to do it with¬ 
out the usual testing or feedback from out¬ 
side the group. The Implementation—the 


day the alteration went live to millions of 
people—would be its first real-world test. 

It was a daunting task, but everyone who 
had been in Redmond had agreed to do the 
same thing. They would do it secretly, and 
then, all together on July 8, they would 
release their patches. If hackers didn't know 
there was a gaping DNS security hole before, 
they would know then. They just wouldn't 
know exactly what it was. Nominum and the 
other DNS software vendors would have to 
persuade their customers—Internet ser¬ 
vice providers from regional players such 
as Cablevision to giants like Comcast—to 
upgrade fast. It would be a race to get servers 
patched before hackers figured it out. 

Though the Redmond group had agreed to 
act in concert, the patch—called the source 
port randomization solution—didn't satisfy 
everyone. It was only a short-term fix, turn¬ 
ing what had been a l-in-65,536 chance of 
success into a l-in-4 billion shot. 

Still, a hacker could use an automated sys¬ 
tem to flood a server with an endless stream 
of guesses. With a high-speed connection, a 
week of nonstop attacking would likely suc¬ 
ceed. Observant network operators would see 
the spike in traffic and could easily block it. 
But, if overlooked, the attack could still work. 
The patch only papered over the fundamental 
flaw that Kaminsky had exposed. 

On July 8, Nominum, Microsoft, Cisco, Sun 
Microsystems, Ubuntu, and Red Hat, among 
many others, released source port random¬ 
ization patches. Wilbourn called it the larg¬ 
est multivendor patch in the history of the 
Internet. The ISPs and broadband carriers like 
Verizon and Comcast that had been asked to 
install it wanted to know what the problem 
was. Wilbourn told them it was extremely 
important that they deploy the patch, but the 
reason would remain a secret until Kaminsky 
delivered his talk in Las Vegas. 

Even as Kaminsky was giving interviews 
about the urgency of patching to media out¬ 
lets from the Los Angeles Times to CNET, 
the computer security industry rebelled. 
"Those of us... who have to advise manage¬ 
ment cannot tell our executives Trust Dan,''' 
wrote one network administrator on a secu¬ 
rity mailing list. On one blog, an anonymous 
poster wrote this to Kaminsky: "You ask 
people not to speculate so your talk isn't 
blown but then you whore out minor details 
to every newspaper/magazine/publishing 
house so your name can go all over Google 


and gain five minutes of fame? This is why 
people hate you and wish you would work 
at McDonald's instead.'' 

With a backlash building, Kaminsky 
decided to reach out to a few influential secu¬ 
rity experts in hopes of winning them over. 
He set up a conference call with Rich Mogull, 
founder of Securosis, a well-respected secu¬ 
rity firm; researcher Dino Dai Zovi; and 
Thomas Ptacek, a detractor who would later 
accuse Vixie and Kaminsky of forming a cabal. 

The call occurred July 9. Kaminsky agreed 
to reveal the vulnerability if Mogull, Dai 
Zovi, and Ptacek would keep it secret until 
the Vegas talk August 6. They agreed, and 
Kaminsky's presentation laid it out for them. 
The security experts were stunned. Mogull 
wrote, "This is absolutely one of the most 
exceptional research projects I've seen.” 
And in a blog post Ptacek wrote, "Dan's got 
the goods. Its really ting good.” 

And then, on July 21, a complete descrip¬ 
tion of the exploit appeared on the Web site of 
Ptacek's company. He claimed it was an acci¬ 
dent but acknowledged that he had prepared 
a description of the hack so he could release 
it concurrently with Kaminsky. By the time 
he removed it, the description had traversed 
the Web. The DNS community had kept the 
secret for months. The computer security 
community couldn't keep it 12 days. 

About a weeklater, an AT&T server in Texas 
was infiltrated using the Kaminsky method. 
The attacker took over google.com—when 
AT&T Internet subscribers in the Austin area 
tried to navigate to Google, they were redi¬ 
rected to a Google look-alike that covertly 
clicked ads. Whoever was behind the attack 
probably profited from the resulting increase 
in ad revenue. 

Every day counted now. While Kaminsky, 
Vixie, and the others pleaded with network 
operators to install the patch, it's likely that 
other hacks occurred. But the beauty of the 
Kaminsky attack, as it was now known, was 
that it left little trace. A good hacker could 
reroute email, reset passwords, and transfer 
money out of accounts quickly. Banks were 
unlikely to announce the intrusions—online 
theft is bad PR. Better to just cover the vic¬ 
tims' losses. 

On August 6, hundreds of people crammed 
into a conference room at Caesars Palace to 
hear Kaminsky speak. The seats filled up 
quickly, leaving a scrum of spectators stand¬ 
ing shoulder to | continued on page 2m 
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shoulder in 

the back. A group of security experts had 
mockingly nominated Kaminsky for the Most 
Overhyped Bug award, and many wanted to 
know the truth: Was the massive patching 
effort justified, or was Kaminsky just an arro¬ 
gant, media-hungry braggart? 

While his grandmother handed out home¬ 
made Swedish lace cookies, Kaminsky took 
the stage wearing a black T-shirt featuring 
an image of Pac-Man at a dinner table. He 
tried for modesty. “Who am I?" he asked 
rhetorically. “Some guy. I do code.” 

The self-deprecation didn't suit him. He 
had the swagger of a rock star and adopted 
the tone of a misunderstood genius. After 
detailing the scope of the DNS problem, he 
stood defiantly in front of a bullet point sum¬ 
mary of the attack and said, “People called 
BS on me. This is my reply.” 

By this time, hundreds of millions of Inter¬ 
net users were protected. The bomb had 
been defused. The problem was, there was 
little agreement on what the long-term solu¬ 
tion should be. Most discussion centered 
around the concept of authenticating every 
bit of DNS traffic. It would mean that every 
computer in the world—from iPhones to 
corporate server arrays—would have to 
carry DNS authentication software. The 
root server could guarantee that it was com¬ 
municating with the real .com name server, 
and .com would receive cryptological assur¬ 
ance that it was dealing with, say, the real 
Google. An impostor packet wouldn't be able 
to authenticate itself, putting an end to DNS 
attacks. The procedure is called DNSSEC and 
has high-profile proponents, including Vixie 
and the US government. 

But implementing a massive and compli¬ 
cated protocol like DNSSEC isn't easy. Vixie 
has actually been trying to persuade people 
for years, and even he hasn't succeeded. 
Either way, the point might turn out to be 
moot. Kaminsky ended his Las Vegas talk by 
hinting that even darker security problems 
lay ahead. It was the type of grandstanding 
that has made him a polarizing figure in the 
computer security community. “There is no 
saving the Internet,” he said. “There is post¬ 
poning the inevitable for a little longer.” 

Then he sauntered off the stage and ate 
one of his grandma's cookies. D9 
////////////^^^^ 

Contributing editor joshua davis (www 
.joshuadavis.net) wrote about the rescue of 
the foundering Cougar Ace in issue 16.03. 
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4. The owner is: Advance Magazine Publishers 
Inc., published through its Conde Nast Publica¬ 
tions division, 4 Times Square, New York, New 
York 10036. Stockholder: Directly or indirectly 
through intermediate corporations to the ulti¬ 
mate corporate parent. Advance Publications, 
Inc., 950 Fingerboard Road, Staten Island, New 
York 10305. 

5. Known bondholders, mortgagees, and other 
security holders owning or holding 1 percent or 
more of total amount of bonds, mortgages, or 
other securities are: None. 

6. Extent and nature of circulation 


Average No. Copies 
each issue during 
preceding 12 months 


Single Issue 
nearest to 
filing date 


A. Total No. Copies 819,160 833,854 

B. Paid Circulation 

1. Mailed Outside-County 505,339 536,525 

Paid Subscriptions Stated 

on PS Form 3541 

2. Mailed In-County Paid 0 0 

Subscriptions Stated on 

PS Form 3541 

3. Paid Distribution 110,701 107,523 

Outside the Mails Including 

Sales Through Dealers and Carriers, 

Street Vendors, Counter Sales, and 
Other Paid Distribution Outside USPS® 


4. Paid Distribution by Other 0 0 

Classes of Mail Through 
the USPS 

C. Total Paid Distribution 616,039 644,048 

D. Free or Nominal Rate Distribution 

1 Free or Nominal Rate 72,410 66,306 

Outside-County Copies 
included on PS Form 3541 

2. Free or Nominal Rate 0 0 

In-County Copies 

included on PS Form 3541 

3. Free or Nominal Rate Copies 0 0 

Mailed at Other Classes 

Through the USPS 

4. Free or Nominal Rate 15,537 3,706 

Distribution Outside 

the Mail 

E. Total Free or Nominal Rate 87,947 70,012 

Distribution 

F. Total Distribution 703,987 714,060 

G. Copies not Distributed 115,173 119,794 

H. Total 819,160 833,854 

I. Percent Paid 87.51% 90.20% 


7. I certify that all information furnished 
on this form is true and complete. 

(Signed) John W. Bellando, Executive Vice 
President/Chief Operating Officer 
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Get your website online ^ 
today! Whether you're creat- 
ing your first website, or you're j 
a web professional, we offer web 
hosting packages for every skill level 
and budget. Our entry level packages 
start at just $3.99 per month. 


new bike repair 
tFAQb . 


Up to 5 FREE 

domains 

included! 


Attract attention with 
a personalized domain! 

With l&l's all-in-1 domain 
packages, you're not only get¬ 
ting a domain, but also a 5-page 
starter website builder and privacy 
protection. Private registration is included for FREE 
with all plans. Prices start at just $8.99/year. 


‘Credit amount dependent on package selected, and a minimum contract term may apply. Credit cannot be redeemed for cash. Visit www.1and1.com to view all applicable fees and full promotional offer 
details, terms and conditions. Product and program specifications, availability and prices subject to change without notice. 1&1 and the 1&1 logo are trademarks of 1&1 Internet AG, all other trademarks 
are the property of their respective owners. © 2008 1&1 Internet, Inc. All rights reserved 



united 

internet 

can 1.877.go1and1 
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Get a credit L 
of up to $300 just 
for signing up!* 


nivg&j 


^IsHU 


:i> uoi.iAHS 


j Up to a 

$150 credit! 


J Up to a 

$300 credit! 


v E-COMMERCE 


or visit us now www.1and1.com 


nus with web hosting plans! 


As the world's largest web hosting provider, 
with more than 5 million hosted websites, we 
are committed to providing our customers with 
the progressive tools needed to develop and 
maintain an innovative web presence. 


With 20 years of experience, 1&1 is dedicated 
.td security, innovation and value when it 
domes to your website. As a 1&1 customer, you 
areribt only assured your website is up and 
secure, but we also equip you with marketing 
and communication features to achieve success 
on the web. 


SERVERS 


Build your own eCommerce 
website! 1&1 eShopsarea 
simplified eCommerce solution. 

Use the Setup Wizard to build your 
shop using customizable design 
templates, traffic boosting tools, and 
multiple payment options that suit your business and ensure your 
transactions are safe and secure. Prices start at $9.99 per 
r 


i; •. 
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NEW: 1&1 Premium 
Servers! Our new 

servers with Quad-Core f| 

AMD Opteron™ Processors 
give you ultimate processing ™ 

performance, cutting-edge, energy 
efficient technology and unparalleled 
reliability. Starting at $99.99 per month. 


ehpi 


compatible 

application 


PayPal 

































Predict What’s Next What do you think our world will look like in 10,20, or 100 years? Each month, we propose a scenario* 
Then if s up to you: Sketch out your vision, then go to wlred.com/wired/foundtQ upload your ideas* Well use the best suggestions as inspiration 
for a future Found page {giving full credit to the creators, of course). Your next assignment: Imagine a truck stop of the future. 


photograph by Maximillian Buck 


CRAMER: AP; FLAGS: 1ST0CKPH0T0 






















NEC’s advanced communications 
solutions put you in charge when it 
matters most. 


Finally, a communications solution capable of providing up-to-date patient 
information whenever and wherever it is needed. 

NEC’s Unified Communications provide a dynamic and realistic connection among 
individuals, devices, applications, and data. Based on a combination of innovative 
technologies and advanced solutions, its mobility and flexibility enables people to 
experience greater efficiency and productivity - in any industry. 

Integrated IT and networking solutions like these have made NEC a world leader, 
and your reliable business partner. 

Regardless of the communications solution your business demands, you are 
assured of one thing. NEC empowers you through innovation. 


L www.necus.com/uc 


IT SERVICES AND SOFTWARE 


NETWORKING AND COMPUTING 


SEMICONDUCTORS 


IMAGING AND DISPLAYS 


©NEC Corporation 2008. 

NEC and the NEC logo are registered trademarks of NEC Corporation. 
Empowered by Innovation is a trademark of NEC Corporation. 


Empowered by Innovation 






































BANANA REPUBLIC 


SHOP BananaRepublic.com 1.888.BRSTYLE 













